comme crvn eames BOOT oe” SHOE 
“~~ RECORDEE 


EVERIT B. TERHUNE, 
President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
HUGH M. BOWEN 
GORDON SCOTT 
EDITORIAL STAFF 
ARTHUR D. ANDERSON, Editor 


RAYMOND L. FITZGERALD 
Managing Editor 


JOHN J. REILLY 
Art Director and Promotion Manager 


OWEN A. THOMAS, Associate Editor 
140 Federal Street, Boston, Mass. 


HARRY R. TERHUNE, Field Editor 
201 Oceano Drive, Los Angeles, Calif. 


ELEANOR M. RUTLEDGE 
Fashion Editor 


| RUTH HARRINGTON, Fashion Consultant 


HERBERT B. GOODRIDGE 
Make-Up Editor 


RAYMOND H. GOODRIDGE, News Editor 
JOHN F. W. ANDERSON, Research Editor 
L. W. MOFFETT, Washington Editor 


JAMES G. ELLIS, Associate 
1061 National Press Bldg., Washington, D. C. 





Editorial and Executive Offices 
239 West 29th Street 
New York, N. Y., U.S.A. 


Publication Office 
Chestnut and 56th Sts., Philadelphia, Pa., U.S.A. 





Owned and Published by 


CHILTON COMPANY 
Incorporated 


; 
Chestnut and 56th Sts., Philadelphia, Pa., U.S.A. 
239 West 39th St., New York, N. Y., U.S.A. 


OFFICERS AND DIRECTORS 
Cc. A. MUSSELMAN, President 


JOS. S. HILDRETH, Vice-President 
GEORGE H. GRIFFITHS, Vice-President 
EVERIT B, TERHUNE, Vice-President 
J. H. VAN DEVENTER, Vice-President 
Cc. 8. BAUR, Vice-President 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary ~ 
JULIAN CHASE 
THOMAS L. KANE 
G. C. BUZBY 
P. M. FAHRENDORF 
HARRY V. DUFFY 








Voice of the Trade 


Department Store Merchandising vs Exclusive Shoe 


Store 
Easter Successes on Fifth Avenue 
Shoe Store Calendar for April 
Godchaux Celebrates Its Centennial 
The Editor’s Outlook 
Good Store Fronts Speed Sales 
Easter Shoe Sales Surpass 1939 
O.P.1. (Other People’s Ideas) 


Shoe News 


Copyright 1940 by Chilton Company (Incorporated) 





— = 


E. B. TERHUNE, JR., 239 West 


B. C. BOWEN, 209 S. State St., 











= ADVERTISING STAFF 


GORDON SCOTT, E. P. LING- 
39th St.. New York, N. Y. Tele- HAM, DONALD R Mac- 
phone: Pennsylvania 6-1100. ARTHUR, 140 Federal St., Bos- 
ton, Mass Telephone Liberty 
4460 


H. WALTER SCOTT, Chestnut & 
56th Sts., Philadelphia, Pa. Tele- 


Chicago, Ill. Telephone: Wabash 
8 > 
ose phone: Sherwood 1424 


HUGH M. BOWEN, 1627 Locust HARRY R. TERHUNE, 201 Oceano 


St., St. Louis, Mo. Telephone: Drive, Los Angeles, Calif. Tele- 
Garfield 3347. phone: W.L.A. 36270. 


Member, Audit Bureau of Circulations. Associated Business 

Papers. Published every Saturday. Subscription Price: United 

States and Possessions, Mexico, Cuba, Canada. $3.00. Foreign, 
$10.00 a year. Single copy 25 cents. 














BOOT anp SHOE RECORDER, March 30, 1940 


. nine eng HE 
cand frisl 


oo Lee” alae 

© has “gnughé on” 
Re tert. D bets 
© secrets 


Visit the Goodrich Building at the New York World’s Fair. 
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THE strongest statement, the best 
advertising is to tell something about 
the product that the user can prove 
for himself. 

WILLIAM R. PARROTT, presi- 
dent of the Quality Footwear Show- 
ings, Inc., says: 














“May 6, 7, 8 are perfectly timed 
for the opening of the Fall season 
and our group will display at the 
Hotel Biltmore in New York City 
to the quality merchants of America. 
I have received acceptances by lead- 
ing retailers of quality shoes from 
all sections of the country. 

“I regard the early showing as 
comparable to Paris showings in the 
dress industry. They are located in 
a fashion center. New York with 
its quality shoe retailers and manu- 
facturers is a great part of a great 
fashion center. . . . The Isle of Man- 
hattan is more. It is the style cen- 
ter of America. Its artists are re- 
quired to build most lines. Its fash- 
ion facilities and its every metro- 


politan reaction are the greatest 
inspiration for fashion promotion 
throughout the modern world. The 
manufacturers and retailers of all 
fashion merchandise come to this 
market for more than mere shop- 
ping. They not only wish to see 
quality and fashions at their best. 
They want a fresh slant from this 
modern metropolis that creates and 
inspires fresh energy and a fabu- 
lous wealth of new ideas for modern 
merchants and merchandise.” 
* - * 

E. C. SMELTZER, Chairman of 
the Hotel Committee of the National 
Shoe Travelers Association, says: 


“Some of our members wrote in 
asking that certain hotels be re- 
quested to give traveling salesmen 
a day rate on sample rooms. It was 
their contention that some salesmen 
can spend but a few hours in a hotel, 
just long enough to spread out their 
samples and show them to their cus- 
tomers. Then they must check out 
and take the train to their next stop. 


[151] 


As a result of this inquiry the fol- 
lowing letter was received: 


“*Your letter of February the 19th, 
pertaining to day rates . . . has been 
carefully considered. 

‘There are, of course, two sides to every 
question. We assure you that we recog- 
nize your viewpoint. On the other hand, 
a salesman has the privilege of check- 
ing into a sample room at 7:00 o'clock 
one morning and vacating it at 7:00 
o'clock the following evening, having the 
use of the room for a full 36 hours. 


imRiGHT! =m RigHT! 


‘In many instances, where a traveling 
man is going to be in the city several 
days, he will take a minimum rate sleep 
ing room upon his arrival and the fol- 
lowing morning checks into a sample room 
which will be released the following even- 
ing at 7:00 o'clock when he will either 
check out or check back to a minimum 
rate sleeping room. This is done quite 
frequently and is by no means the excep- 
tion to the rule. 

‘If the hotels and the traveling men 
could get together and agree upon a 
twenty-four hour rate, as constituting a 
day, we would be perfectly willing to 
cooperate on this basis. However, as 
long as a thirty-six hour day prevails it 
is our policy, and will continue to be 
our policy, to eliminate a day rate on 
sample rooms. 

‘Please rest assured that it is our in 
tention at all times to cooperate with the 
traveling pubic and, as above stated. 
there are two sides to every question and 
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after carefully considering the matter 
from our standpoint, we trust that we 
may be favored by your continued patron- 
age. 

“Yet the following letter showed 
4 different point of view: 


“ ‘Beg to advise we are in a position 
to take care of the commercial traveling 
salesmen with sample rooms at reason- 
able rates, and we also make day rates 
to commercial men.’ 


“We can see the justice of the 
claims as presented in both letters. 
We ask that all associations take 
this matter up and discuss it at meet- 
ings. It seems that there must be 
some solution to the problem.” 


- * * 


ARTHUR SERLING, son of the 
late Lou Serling, founder of the 
Sterling Last Corporation, is taking 
a course in advertising, marketing 
and selling at the Pace Institute in 
New York City. Recently he was 
given an assignment of selling a 
product to the class of young men. 


“Vy. 








It was quite natural for him to select 
lasts, because he figured that would 
be his life’s interest. 

When he mentioned the word 
“Lasts” his fellow students were 
puzzled as to its meaning. They 
were doubly puzzled when he said: 
“The Last is always first.” He then 
proceeded to show them the actual 
wooden models and tell them some- 
thing about their making and some- 
thing about their function in model- 
ing the style and shape of footwear. 

The interesting thing of all this 
is the fact that a younger son car- 
ries on a tradition and starts talk- 
ing about it in his early school days. 

It reminds us of the comment of 
the woman to the shoe clerk: “What 
is this thing ‘Lasts’ that I hear you 
talk about? Where is it?” Where- 
upon the clerk explained its func- 
tion; and the woman answered: 


“Oh, it’s the little piece of wood that 
wasn’t there.” 


THE shoe industry ranked seventh 
in employment during 1937, with 
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—Sat in my club this noon glancing 
at the front page of one of our 
most conservative and best edited 


papers. 
—And on this front page my eyes 

were regaled with the following 

headlines: — 

—Finnish civilians trudge sadly out 
of lost land. 

—Floods rising in the East after rain 
and wind. 

—Body may be plane rider's. 

—Brothers guillotined for killing po- 
liceman. 

—Fisherman sinks U Boat in Battle. 

—Six meet death in Carolina fire. 

—Germans scuttle another vessel. 

—Bull kills rancher. 

—tTries suicide by gas. 

—Wanted for arson. 


—There must be something tough in 
this physical and mental make-up 
of ours that enables us to maintain 
a fair degree of balance and san- 
ity in face of all the distressing 
things that are worrying our weary 
old world. 

—Courage, moral fibre, stamina, 
faith, quts—call it what you will, 
it's a blessed trait in this form 
called homo sapiens, that makes 
life worth living "in spite of". 

—For. after all, the Show Must Go 
Onl 


SUT bee 


President 





an average of 215,438 shoe workers 
reported by the Bureau of the Cen- 
sus. Only the following industries 
employed more wage earners during 
that year: iron and steel, 479,342 
workers; cotton textiles, 336,104; 
lumber, 323,928; motor vehicle 
bodies and parts, 284,814; electrical 
machinery, 257,660; and bakery 
products, 239,388 employees. The 
automobile industry ranked directly 
after the shoe industry with an em- 
ployment of 194,527 workers. 


GROVER CLEVELAND, display 
man at Wetherby-Kayser Shoe Com- 
pany, Los Angeles, Calif., says: 

“An interior display, in order to 
be of value to a store, must be a 
silent salesman. If the trim is only 
ornamental or for atmosphere, there 
is little reason to go to the effort 
and expense of the trim. It is safe 
to assume that the salesman, with 
the aid of advertising, plus the 
window display will sell the first 
pair. Therefore, point your interior 
trims toward selling an extra item. 

“At this time of the year trims 
are very effective in the selling of 
play shoes, Kedettes, house slip- 
pers and handbags. Be artistic in 
your interior displays but primarily 
make them have actual buying ap- 
peal.” 


CAROL O. JOHNSON, who repre- 
sents Krippendorf-Dittman on the 
West Coast said, in referring to 
California pre-Easter selling: 
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“Apparently we are facing a 
quick demand for white shoes by 
dealers who failed to place orders 
for whites early in the season. The 
call is largely for low heel sport 
types. Every buyer has insisted on 
At Once delivery the past week due 
no doubt to the nice weather. The 
fact that Easter came early and the 
factory was pressed to the limit to 
get out their dark shoes for Easter, 
retarded action on our white stock 
shoes for the time being. The late 
buyers couldn’t be accommodated 
until after Easter. Ed Thoits, of 
Palo Alto, told me that 40 per cent 
of his sales the week before Easter 
were on white sport shoes, mostly 
to Stanford University girls.” 


* * * 


BRAYMOND G. TWYEFFORT, 
Chairman of Committee on Fash- 
ions of the Merchant Tailors and 
Designers Association of America, 
says: 

“The perplexing problem in the 
United States today is regimenta- 
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tion. We have been subjected to 
standardization without our realiza- 
tion. Mass production in Indus- 
tries, little by little, year by year, 
has forced us into an era of same- 
ness, and Industries have been 
goosestepping in a national rhythm 
of regimentation in a one track 
mind, with millions of products be- 
ing turned out all alike from the 
same waffle iron or mold. This 
sameness in products has created in 
the minds of men a standardization 
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even in their dress, like a lot of 
sheep. This is deplorable. 

“Because a wise Providence cre- 
ated man—tall, short, with different 
colored eyes, hair, skin, facial ex- 
pressions, with different moods, 
thoughts and actions, forcibly 
should make us realize that man 
was never meant to be regimented. 

“To make you realize the fallacy 
of regimenting man, or to eliminate 
his individuality of expression, why 
is it we can recognize the voice of 
a friend or a person over the radio 
or telephone a thousand miles away. 

“When we realize the millions of 
people in the world with different 
faces and voices, this is sufficient 
proof that individuality of man can- 
not be regimented, and if a personal 
voice is different, every human 
being should be expressed through 
his or her attire first, as an indi- 
vidual, whether it be a hat or a suit. 
We were never meant to be stand- 
ardized. 

“Let this be our endeavor in 1940 
to build our clothes for the man of 
America so he can retain his God- 
given right as an individual and not 
lose his identity. If we regiment 
man, we stifle all his ‘Ambitions, 
Initiative and Creative Imagina- 
tion.’ ” 

MMAX LACKNER, buyer for the 
shoe departments of the Denver 
May Company, says: 

“Although, due to a lack of 

Spring weather, the season hasn't 
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really gotten under way to date, we 
notice that women are very much 
style-conscious this Spring. I feel 
that the Fall season was much too 
conservative and uninteresting and 
consequently interesting Spring 
showings of properly styled mer- 
chandise are going to have a strong 
appeal. 

“It seems to me that there is still 
plenty of room for extreme styles 
in properly fitting, well-made shoes. 
We're going into open backs again 
this year, with perfect confidence. 
I'm convinced that there is. still 
room for them; that certain women 
liked them last year and will buy 
them again this year. Of course, 
any buyer is foolish to buy 85 
cent of his merchandise to fit 15 
per cent of his customers. But if 
he keeps his extreme merchandise 
in proper proportion to the total, 
I believe he’ll make money on it.” 


* * * 


FFRANK WERNER of San Fran- 
cisco is the proud possessor of a 
medal symbolical of the very pleas- 
ant and friendly business relation- 
ship that has existed between man- 
ufacturer (Geo. E. Keith Company) 
and retailer (Frank Werner Com- 
pany) over a period of twenty-five 
years. 

The token was presented to Mr. 
Werner by Jean Keith, son of the 
president of Geo. E. Keith Company 
of Brockton, Mass., and grandson 
of the founder. 









CASEY JONES, Western sales rep- 
resentative for the Heward and 
Tailormade lines of men’s shoes, 
just back from his semi-annual trip 
to the Hawaiian Islands, says: 
“The brightest spot in my entire 
territory is the Islands. Conditions 
are excellent there. For example: 
The Army and Navy have increased 
their personnel by 40,000 men; 
then the exports from the Islands 
are commanding top prices, with 
heavy crops. Sport shoes consti- 
tute 75 per cent of the business the 
year round—with the brown and 
white types predominating. The 
new air wedge soles are proving to 
be a big feature in the ordering 
there—just as they are here.” 
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MIABEL WINKEL gets into the 
national news, pictorially, through 
an article in Look Magazine of 
April 9. This tells an interesting pic- 
ture story, showing how Miss Win- 
kel actually creates models from her 
own design in her miniature shoe 
factory. She says: “A design that 
looks attractive on paper may be an 
utter failure on the foot.” 
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“Sorry, Mrs. Muchcash. From now on you are Mr. Smith's customer, 
| just lost you to him in o crap game.” 
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MUSTS FOR SUCCESSFUL 


NINETY-NINE times out of a hundred, the shoe store’s most difficult problem is 
Too Much Old Stock. Invariably we find that this condition has been brought 
about because of too many lines of shoes. In planning your purchases, give your 
regular customers first consideration. Then budget your buying so that you can 
turn your stock at least 244 to 2% times. It is necessary that a much higher rate 
of turnover be obtained on hazardous style shoes. 

There must be a definite plan for disposing of odds and ends. Your customer 
wants the right style at the right time. Old stock prevents your supplying this. 
Get rid of it! The danger in taking markdowns is in taking them too late—never 
too early. The first loss is always the least. 

Study the methods of successful shoe buyers. They are all fine merchandisers. 
Most of these buyers have held their positions for years or have been promoted. 
They have not been retained because they are volume operators—invariably they 
hold their jobs because they are profit makers. 

In making a thorough analysis of your business, take whatever steps are neces- 
sary to make a profit on the volume you are now doing—any increase in- volume 
will show a greater percentage of profit. Remember, the government does not 
permit you to pay your taxes with merchandise. Taxes must be paid with cash! 
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SHOE MERCHANDISING 
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DEPARTMENT 





past.” We have all heard this statement made by sales- 
men, manufacturers, buyers and even by owners of these 
shoe stores. The cry of the shoe store seems to be pretty 
weil condensed into one universally accepted conclusion: 
“Our overhead is too great; our expense of doing busi- 
ness is prohibitive.” 

The show departments in «lepartment stores, on the 
other hand, have relatively low overhead. While their 
rent may be slightly higher, traffic is correspondingly 
greater, advertising rates much cheaper, delivery ser- 
vice, maintenance and general operating expenses much 
lower. 

The traffic and sales potential of a shoe department 
is many times that of the average shoe store. Yet, most 
department store executives look upon their shoe depart- 
ment as a necessary evil, a department operated only 
for the convenience of the customer or for the prestige 
of the store, the losses charged to advertising or ab- 
sorbed in the general cost of doing business. 

Here we have a most alarming situation. The de- 
partment store with all its advantages unable to show 
a profit in its*shoe operation and the shoe store resigned 
to its fate because it cannot cope with department store 
methods. A very sad commentary upon shoe merchan- 
dising, indeed! 

Fortunately there are a few exceptions to both of 
these situations which convince us that there is very 








STORE MERCHANDISING 


*°THE individually owned shoe store is a thing of the 





definitely a place in our economic system for individual- 
ly owned shoe stores. And by the same token we know 
of many successful department store shoe operations. 

From our analysis of the successful methods of each 
group, we respectfully submit an outline which has not 
only proven workable but highly successful. Its only 
weakness is the human element—the lack of determina- 
tion to stick with it! 


FIRST of all, let's consider the common problems of 
the shoe department and shoe store. There are many. 
The shoe manufacturer today, if he has national 
distribution, is called upon many times each year to 
aid an account in difficulty. Ninety-nine times out of 
one hundred we can place our finger immediately upon 
the cause of the patient’s disorder. TOO MUCH OLD 
STOCK! Invariably we find that this condition has 
been brought about because of too many lines of shoes. 
Every line of shoes should be bought to fill a definite 
need. Naturally similar lines of shoes with much the 
same earmarks must inevitably result in duplication and 
DEAD STOCK! DON’T BUY THE SAME EAR. 
MARKS IN VARIOUS PRICE LINES. Make each line 
stand upon its own feet. Otherwise your entire stock 
will lack variety and will be badly out of balance. 
Consider your regular customers first—they are the 
lifeblood of your business. In planning your purchases, 
these customers should be given your very first con- 
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How Sound Merchandising Principles and 


Practice Can Help the Individually Owned Shoe 
Store Overcome Its Most Difficult Handicaps 


and Make the Most of Its Own Adgantages 


by HERBERT LAPE, Jr. 


THE EXCLUSIVE 


sideration. Many a buyer who once took pride in hav- 
ing the “Hottest Shoes in Town” sooner or later found 
that there were not many “Hot Mamas” that agreed 
with him and he’s now out in the cold. 

Prima donnas in shoe merchandising are very 
much like all other prima donnas and last about as 
long. The buyers and shoe retailers who are still taking 
curtain calls are those who realize they are in business 
to make money and are making a conscientious effort in 
that direction. These men consider it a mortal sin to 
miss a sale on well established staple merchandise. 


08. 


THERE is only one safeguard against TOO MUCH 
OLD STOCK. Budget your buying so that you can turn 
your stock at least 244 to 2% times. It is necessary 
that a much higher rate of turnover be obtained on 
hazardous style shoes. On the other hand, due to the 
fact that you must carry adequate sizes in order to fit 
welt shoes properly, your turnover on these types of 
shoes may be slightly lower than this figure. Once again 
we point out the necessity of a well balanced stock. 
Poor turnover inevitably results in excessive mark- 
downs. 


QUIZ YOURSELF 


1. How many lines of shoes are you buying? 
2. How many of these lines overlap? 
3. Does each line of shoes have distinctly different 


SHOE STORE 


earmarks or do you buy similar patterns in all 
price ranges? 

4. What rate of turnover are you getting on your 

entire stock? 

While the procedure outlined in Chapter I will mini- 
mize the accumulation of old stock, there must be a 
definite plan for disposing of odds and ends. In this 
respect the department store merchandising methods are 
far superior to those of the average shoe store. The 
elimination of odds and ends is just as important as 
any other phase of your business. Your customer wants 
the right style at the right time. Old stock prevents your 
supplying this. Get rid of it! 

The danger in taking markdowns is in taking them 
too late—never too early. The first loss is always the 
least! We all know the sad story of open back shoes. 
Smart merchants reduced the price early and cleaned 
house. Those who held on to them were unable to sell 
them at any price. Even the jobbers didn’t want them. 
Result, money tied up in dead stock, eventually a severe 
loss. This, of course, is a very vivid example but the 
same principle can be applied to all odds and ends and 
slow moving stock. 

Most buyers get into difficulty because they are re- 
luctant to take their superiors into their confidence. In 
order that the markdown percentage will not be exces- 
sive, the buyer tries to “sweat out” the undesirable mer- 

[TURN TO PAGE 36, PLEASE] 
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Reading from top to bottom. 


I. Miller reports very good Easter busi- 
ness with these two “props”—the high- 
heeled “Wishbone” sandal and the low- 
heeled “Ballerina,” show here in red. 
Bloomingdale’s has done well with this 
smart trimmed pump. Walk-Over has 
had good returns from this low V- 
throat step-in in two materials. 


Opposite page: Ascending steps of St. 
Patrick’s Cathedral Easter Sunday, left 
to right: Dorothy McFadden, Lillian 
Murphy, Kathleen Keenan and Emma 
Byrnes, all of Washington, D. C. 


Easter 
Successes 


Coats and Jackets Could Not Hide the New Hats and Shoes Which 


Supplied Valuable Style Information on the Season's Farorites 


FOR a quick summary. Trimmed pumps in black and 
blue—navy and brighter—way in the lead. Patent and 
gabardine probably leading materials but calf, kid and 
suede also very popular. Many open toes and opened- 
up vamps and quarters. Comparatively few open backs. 
Wedges definitely in the picture but only a small per- 
centage of the total. V-throat pattern with solid heels 
lightened by strips of contrasting surface—not color— 
the favorite treatment. Low heels registered for all ages. 
Walled lasts smart on more tailored pumps. A few very 
open, ballet types. 

More details. First, as to color. Black and navy car- 
ried away the honors in ready-to-wear as well as in 
shoes. (This is, of course, discounting a great number 
of coats and jackets in the brown fur family.) White 
was the smartest accent with the black and navy clothes 
—white hats and fresh piqué collars, some blaekshoes 
piped with white. The volume choice for striking ac- 


cent was red—hats, bags and gloves, not shoes. Here 
the big hat with rolled brim was very effective in two- 
color combination of black or navy and red. Here and 
there, bright Kelly green and light blue appeared in 
hats, bags, and gloves. 


GRAY, worn with gray shoes, stood out most definitely 
after black and navy. And then green, also worn with 
matching shoes. Both the gray and the green shoe 
registered this Easter. A medium gray—rarely in com- 
bination with any other color—and a bronzey, or yel- 
lowish, green were the most popular. A medium dark, 
rather blue green was the smarter color. 

Brown and tan; an occasional beige—combined with 
brown or tan—wine or red made up the remainder of 
the shoe colors. A little natural colored snakeskin in all- 


over shoes or as trim. 
More Easter Styte Reports on Pace 33. 





FIFTH AVENUE 


Lord & Taylor names this dain- 
ty high-riding step-in as one of 
their best-selling Easter shoes. 


Coward has done -good Easter 
business with this opened-up 
oxford with mass perforations. 


Selby reports good business for 
this V-throat pump with eyelet 
embroidery and open toe. 


Wanamaker has had good re- 
turns from this trimmed pump 
with opened-up vamp. 
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The 
Retail 


ARE you ready for a big 
business month? April 


ir 
and possibly a section devoted 
to children's shoes. If you have 
not changed your backgrounds 
since Easter, do it this week. 


4 IT is time to think about 
getting 


If not, you can at least have 
plenty of fans. Now is the time 
to clean and repair the old ones 
and get such new ones as you 
need. 


8 THIS should be a good 
week for an impressive 
window featuring your chil- 
dren's shoe lines. Use plenty of 
selling cards in the display. 
Change all your other window 
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Shoe Store 


CALENDAR 
For APRIL 


9 THIS would be a good 
time for a letter to your 
customer list, emphasizing the 
fact that now is the time to se- 
lect Spring footwear. Point out 
that the styles you are showing 
now ore the “assured" styles 
women can buy with con- 
fidence that they are correctly 
and fashionably shod. 


5 PLAN a strong, striking ad 

for today's paper — one 
that will bring business tomor- 
row. For best results concen- 
trate your ad on one price only, 
your biggest seller. As a Satur- 
day leader offer a box of three 
pair of your popular priced silk 
hose at a slight reduction from 
the reqular price. 


9 DID your letter of last 
week help your sales the 
latter part of the week? For 
this week why not send out an 
inexpensive postal card featur- 
ing four or five specials. This 
is a qood way to clean out your 
odd lots and it will get results, 
too. Design an attractive win- 
dow display and have it ready 
for Foot Health Week. 


12 WHAT are you going to 
advertise to make to- 
morrow a big Saturday? How 
about children's shoes? If you 


3 THIS is the day for your 

weekly check of stocks. 
And when you consider the job 
an arduous one just remember 
that the chain stores which ore 
your strongest competitors all 
consider their check list and 
their regular check of stock the 
most potent foctor in their suc- 
cess. 


6 TELL all your sales people 
to mention your Saturday 
hosiery leader to every cus- 
tomer today. Feature it in the 
window,too, and keep a careful 
record of the number of boxes 
sold so that you can determine 
whether all the extra selling ef- 
fort is worth while. Liven up 
vour windows for the day. 


10 AFTER you have made 

your weekly check of 
stocks today go over your check 
list and draw off a list of the 
numbers that you want to dis- 
pose of before the end of April. 
Give every salesperson a copy 
of the list and instruct them to 
push these numbers. 


13 IF you did not already 

have a good window of 
children's shoes put one in this 
morning to back up your ad. Be 
sure too that all advertised wo- 
men's styles are featured in the 
windows with cards calling at- 
tention to the fact that they 
were advertised in yesterday's 
paper. 
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T here’s No Easter in April This Year, but There Is a Big 
Selling Season Just the Same. Continued Cold Weather 
and Early Easter Postponed Spring Selling Somewhat, 
So That This Month Should Be Right for a Steady Busi- 
ness in Spring Footwear. Warm Weather Is Just Ahead. 
Play Up Spring Shoes So Your Shelves Will Be Clear 
for the Summer Stocks You Will Present Next Month 


15 NATIONAL Foot Health 

Week begins today. 
Moke sure your windows and 
store are in order. The month 
of April is half gone. Hes it 
been up to your expectations 
so far? If not, you had better 
see what you can do to stimu- 
late sales. Change or rearrange 
all of your window displays to- 
day. 


19 YOU need another ag- 
gressive, attention-get- 
ting ad in today's paper to 


feature more than three or four 
good numbers. Use big illustra- 
tions, big prices and plenty of 
white space for best results. 


g 
f 


16 WHAT results did you 

get from the mailing 
card sent out a week ago list- 
ing close-outs? If it was satis- 
factory, keep this in mind for 
future use when you have a few 
odd lots to clear away. Are 
you adding the name of every 
_ customer to your mailing 
ist 


90 REMIND salespeople 
again this morning that 
they are to keep pushing away 
at the list of items to be cleared 
before May |. Check to see if 
they are all familiar with the 
numbers advertised in yester- 
day's paper. Be sure those same 
numbers are all featured in the 
windows. 


95 IS your Hosiery Club 

plan producing the de- 
sired increases in your hosiery 
sales? Perhaps it is because 
you are not making enough of 
an effort. Call your sales 
people together and tell them 
you want a drive for Hosiery 
Club members during the next 
two weeks. Keep a record of 
the results. 


ANOTHER big selling 
month is just ahead. It 


Seer eees oneme tion of 
timely 7? If not, do it to- 

\ up year's rec- 
what made May a 


17 A SURVEY of your check 

list after you have com- 
pleted today's check of stocks 
will show whether you are mak- 
ing progress in reducing stock 
on the items you want disposed 
of before the end of the month. 
If you are not satisfied, urge 
salespeople to increase their 
selling efforts. 


9 THIS is the day to 

change your window dis- 
plays. And be sure you change 
all your display cards, too. New 
cards do a lot to freshen up a 
window. Of course, you make a 
window display schedule at the 
beginning of each month, but 
have you followed it religiously? 


96 BACK up your drive for 
more Hosiery Club mem- 
bers with a good space in to- 
day's newspaper ad. Feature 
some new women's footwear 
styles in the ad, too. What do 
you do to follow up Hosiery 
Club members who buy a few 
pairs and then do not come 
back again? 








18 IN ev ery community 
there are opportunities 
for plus business in every line 
for the merchant who goes out 
after it. Who gets this shoe 
business in your town? Who 
sells such institutions as orphan- 
ages their shoes? Who gets the 
athletic shoe business? Are you 
passing up an opportunity for 
more business? 


9 3 SHORTLY after May Ist 

you will want to get a 
little S atmosphere into 
your windows and that will call 
for some new background 
panels and possibly some new 
display pieces. Now is the time 
to plan this and start preparing 
it if you are going to do the 
work yourself. 





9 PUT attention-getting 
display cards in promi- 
nent places around the store 
reading, “Ask about our Hos- 
iery Club" and similar captions. 
Have a display in the window 
with several of the same kind 
of signs. Tell all salespeople 
not to forget to push the list of 
footwear closeouts today. 
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This interesting news paper ad tells of men’s 
—_ as when God- 





and women’s | 
chaux'’s first opened. 
Leon Godchaux, Jr. now president f 
Walter Laroque: 
+, arrival in the opening 
celebration 





Godchaux's 
rtment 


Lucien Ca: ge Collet, 
David Kelly, Edward Adler. 


@BSERVING the 100th anniversary of its founding, 
the Leon Godchaux Clothing Company on March | 
jaunched a unique and interesting promotion im which 
events of 100 years age were re-enacted on & grand scale. 
Probably the most unusual collection of historic exhibits 
ever gathered under one roof in New Orleans were dis- 
played, together with the newest creations of interna- 
tionally famous stylists. Shoes play ed a prominent part 
in the promotion, and among the distinguished visitors 
sn attendance were Harold Keith, of Brockton, Mass-. 
president of the Geo. E. Keith Company: makers of 
Walk-Over shoes; Newton Elkin, of Philadelphia, presi- 
dent of Newton Elkin Shoe Co., makers of Pandora 
shoes, and William F. Washburn, president of D. Arm 
strong & Co., Rochester N. Y., one of the discovere™ of 

[TURN TO PAGE 39. PLEASE | 


bration 


Above: Sam Zerkowsky, secre- 
tary-treasurer o Godchaux 's. 
looks over entries in contest to 
find company § oldest sales slip. 





These * aricolored rhinestone 
sandals, costing 100.00 a pair, 
were designed for the center 
nial celebration by Newton 
Elkin. Each of the shoes in 


group required so) rhinestones: 
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OUTLOOLML 


“Time for 


TIME for check up! This is NATIONAL SHOE 
CHECK-UP WEEK, a promotion of the shoe repair 
industry, encouraging the public to bring their shoes 
in for examination as to fit, shape, wear and repair. 

It is time also for some other forms of check-up 
within the industry, in view of the growing attitudes 
of shoe men toward obligations, contracts, ethics and 
good manners. What's more, we may, all of us, be 
losing our.sense of proportion in the light of the in- 
creasing irritations to business. Many a man has indeed 
said to himself: “What's happened to the shoe indus- 
try in the last three months to make it such an irritable 
and at times unfair mode of business life?” Therefore 
the need for check up. 

First—The attitude of the clerk in the shoe store 
toward his job. If he thinks it is arduous, let him but 
contrast it with the examinations we saw recently for 
candidates for jobs in the Sanitation Department of 
the City of New York. He would soon find out the 
difference—for to “wrastle” ashcans, sweep streets and 
do general scavenger work the candidate must be a 
prime athlete of almost Olympic-games mettle, capable 
of tossing a 120-pound ashcan over an eight-foot wall 
and pass a college test as well. Clerking, in shoe stores, 
is one of the least arduous of all employment. 

Second—lf he thinks his work is confining, meal 
times irregular and that he is being underpaid for his 
work, let him look around and see the scale of income 
in practically all lines, when measured against 52 pay 
envelopes per year, which he gets in the shoe store. If 
he makes $1,200 or more annually he is in the preferred 
class in recompense, in hours of work; and if he is a 
shoe store manager, independent or chain, his annual 
net income of $2,000 or more compares very favorably 
with professions and with the general average of many 
a college class ten years out. If the truth were known, 
most of the moaning and groaning comes from the 
boredom of not having enough work to keep the busi- 
ness hours fully occupied. Don’t for an instant think 
that we are trying to stifle ambitions and teach con- 
tentments. All we are pointing out is that in a national 
check-up, the shoe industry at the fitting stool is better 
paid than the average indoor clerk (and should be) ; 
and in comparison with other fields of work is “in 


Cheek-Up” 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


high.” So let us have less mumbling and grumbling 
and let’s get on with the work of moving the shoes and 
more of them. 

Third—In a check-up of the merchant, he is—by and 
large—cognizant of the fact that he could do a better 
job of retailing. His main fault is that he doesn’t think 
the thing through in planning and preparing for the 
variable ways of the American public. He is prone to 
think the public should conform to his selections and 
prices and that his function is worth more. He is resis- 
tant to change because the old formula of buying, sell- 
ing and window display and advertising was good 
enough “way back when.” 

It’s time for him, for us and for everyone else 
to realize that the America we are in today isn’t 
the same America that it was seven years ago or 
ten years ago and that these significant changes 
for good or for evil necessitate the closest of at- 
tention or vigorous opposition. If a general indict- 
ment of retailing in America should be made, it 
would be—too passive to change and too allergic 
to waste, whims, weathers—plus a general accep- 
tance of the idea that a merchant should be politi- 
cally sterile. 

Fourth—Check-up of the manufacturer who has, in 
so many cases, the complex that he is called upon 
to do everything from setting the style, to making 
the goods, to marketing complete to the point of bring- 
ing every customer into the store. Furthermore, he 
feels called upon to distribute every last piece of paper 
from window cards to envelope stuffers and in general 
being the Grand PooBah, responsible for everything. 
His recent role of being the “compleat” banker is 
certainly one current headache because in the past few 
months the ratio between bills receivable and actual 
collections has been tremendous. 

We could go further into this subject of check-up 
but thank goodness what we have heretofore said is, 
we hope, not pessimism that would indicate that the 
sum of the parts are greater than the whole. The same 

(TURN TO PACE 55, PLEASE) 
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MR. INDEPENDENT SHOE RETAILER 
HERE IS YOUR OPPORTUNITY 


This opportunity is only open in cities where there is not 
a good Health Spot dealer. 


A HEALTH SPOT 
SHOE SHOP 
YOURSELF! 


MODEL HEALTH SPOT SHOE SHOP FRONT AND INTERIOR 





Join This Ever-Growing Group. Over One Hundred in Operation 


YOU CAN HAVE ONE OF THESE FOR LESS THAN $5,000. 
AS HIGH AS 50% PER ANNUM HAS BEEN MADE IN MANY 
HEALTH SPOT SHOE SHOPS. 


Do You Know the Answer to Making 10% Net Profit After 
Taking Out a Salary? 


All bookkeeping detail and budget control taken care of for 
you for $3.00 a month. You have no worries about preparing 
statements. Monthly operating figures will give you a complete 
picture of your business. 


If you are now running a general shoe store without profit, 

wouldn’t you be better off concentrating on one line of men’s, 

women’s and children’s shoes? Why live among a forest of Cece SS me - 

shoes? How to get 10% net profit 

and proper return on capi- 
tal investment 











Write for full details. There are many good cities still open where we can 
help you get started on the road to a profitable, happy retail experience. 


MUSEBECK SHOE 
_. COMPANY 


DANVILLE, ILLINOIS 


HEALTH SPOT SHOES FOR MEN, WOMEN AND CHILDREN 
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GOOD 


SPRING is the season of the year when shoe mer- 
chants naturally think of store improvements, how to 
brighten their shops and make them more interesting 
within and without, so as to appeal to customers and 
attract those who are in the market to buy. 

Everybody knows that the customer gets his or her 
first impression of a store from the windows and the 
store front; even the exterior gives people a pretty good 
idea, as a rule, of what kind of an establishment it is, 
whether it is progressive and up-to-date or careless 
and behind the times. The store that presents an attrac- 
tive exterior has taken a long first step toward winning 
the attention, the interest and good will of the clientele 
upon whom the store must depend for its business. 

The photographs of shoe store exteriors on this page 
are of particular interest because they are “before and 


‘ 


Photos courtesy Pittsburgh Plate Glass Co. 


STORE FRONTS 
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Before and after photographs of the store 
of Earnest Bros., in Enid, Okla., which re- 
cently installed an attractive new store front 
of black and beige Carrara, aluminum trim. 


SPEED SALES 


after” shots of shoe stores, showing how the same estab- 
lishments appeared before and after new and up-to-date 
store fronts were installed. There are any number of 
new and interesting styles and trends in store exteriors 
that are available to the shoe merchant who is planning 


to change his store exterior this year, and most of them 
have been planned, not only with the thought of beauty 
and attractiveness, but also to provide the maximum 
of attractive display space plus the attention value that 
is so essential in causing potential customers to stop, 


look and buy. 


These two photographs show how installation of a 
modern and artistic store front improved the ap- 
pearance of Kinney Shoe store in Kansas City, Mo. 
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SADDLE OXFORD 
Choice of 4 colors 
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DOOPEN TOE SADDLE OXFORD 
Choice of 6 colors 


SECTATOR OXFORD 
Choice of 8 colors 


WEDGEWOOD SANDAL 
WITH “LASTEX” YARN 
Choice of 3 colors 


Made by 
UNITED STATES RUBBER COMPANY 


OPEN TOE OXFORD 
TRUE MOCCASIN Choice of 4 colors 


OXFORD 
Choice of 5 colors 





“Kedettes have new 
surprises in Style, Col- 
or, and Fabric each 
year—That’s one rea- 


son why | like them.” 


“1 like the flexibilty 
and surefootedness 


of Kedettes soles.”’ 


“After they're washed 
they're as bright as 
new again — the soles 
never curl regardless 


of how I abuse them.” 


“| like the silky in- 
soles, feather light- 
ness, and cool fabrics 
in Kedettes.” 


6 million advertisements this year.) 


a 


fc 


UNITED STATES 


RUBBER COMPANY 
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Easter Shoe Sales Surpass 1939 


"Telegraphic Reports from Merchants Show Many Stores 
Exceeded Business of Pre-Easter Week, 1939, Despite 
the Handicaps of the Early Date and Cold Weather 


THE earliest Easter in many years created an unusual 
situation this year in the shoe trade as in other apparel 
lines, and the fact that, weather over a large section of 
the country was abnormally cold, even for March 24, 
was an additional factor. Despite these seeming handi- 
caps, some merchants were able to increase their sales 
this year, not only in comparison with the correspond- 
ing week in March, 1939, but also in comparison with 
the week preceding Easter last year. 

To obtain a broad picture of Easter sales in different 
sections of the country, Boot anp SHOE RECORDER 
asked representative shoe merchants in various key 
cities to report by wire in answer to the following 
five questions : 

How did your sales in the week preceding Easter this 
year compare with the week before Easter one year ago? 

How did your sales compare with the corresponding 
week in March one year ago? 

What styles, colors and leathers in women’s shoes 
were best sellers and what was the approximate per- 
centage of sales for each? 

What styles and leathers in men’s shoes were best 
sellers in the week preceding Easter and what was the 
approximate percentage for each? 

Do you find the demand this season to be for better 
or cheaper shoes as compared with last season and a 
year ago? 

The following replies give an interesting indication 
of the trend of Easter shoe sales: 


WM. EASTWOOD & SON CO. 
ROCHESTER, NEW YORK 


Sales off at least 25 per cent from Easter week a 
year ago. Women’s shoes retailing above six dollars 
_ gained 8 per cent; below five dollars gained 30 per cent 
_ over the corresponding week a year ago. Sales—60 per 
_ cent black patent and gabardine; 40 per cent blue. Al- 
most entirely elasticized stepins and pumps; few wedgies. 
Men’s bootmaker browns 70 per cent of total; Algon- 
' quin types 30. Five dollar wings 20 per cent; plain 
toes 20 per cent. Business poor today owing to ex- 


» treme cold. 


H. C. VOLLRATH COMPANY 
JOHN TAYLOR’S, KANSAS CITY, MISSOURI 


Sales showed 10 per cent increase over Easter week 
_ one year ago. Sales practically the same as correspond- 


ing week in March. In women’s styles, stepins and ties 
leaders. Black patent best. Then gabardine with pat- 
ent in blue, tan and beige. Elasticized gabardine in 
black and blue excellent. Find increasing demand for 


better shoes. 


SOMMER & KAUFMANN 
SAN FRANCISCO, CALIFORNIA 


Easter characterized by early shopping showing 5 per 
cent increase over last year’s Easter week, as compared 
with a 19 per cent increase in the preceding two weeks 
over the second and third week before Easter last year. 
76 per cent increase over the same period in March of 
last year. Elasticized pumps and sandals led parade; 
black accounted for 38 per cent of pairage; blue 23 per 
cent; beige to brown 17 per cent; grey 8 per cent; high 
colors 2 per cent. Wedges were a big feature account- 
ing for over 15 per cent of pairage. In men’s, dressy 
types showed decided increase in blacks, but wing tip 
browns with heavy soles and sport shoes with leather 
and red rubber and crepe soles were big. Better grades 
of shoes kept up well this Easter. 


L. F. TUFFLY 
KRUPP & TUFFLY, HOUSTON, TEXAS 


Business this Easter week compared to Easter week 
last year showed 2 per cent increase. Business this 
week against the corresponding week in March last 
year showed 67 per cent increase. Customers bought 
freely any pattern or color with a wedge heel. Next 
elasticized pumps most wanted pattern. Patent leather, 
blue calf and white with tan and blue trimming best col- 
ors. Demand for much cheaper shoes far greater than 
last year. 


VOLK BROTHERS COMPANY 
DALLAS, TEXAS 


This year sales increased about 20 per cent over same 
week last year and 40 per cent increase over correspond- 
ing week last year. Men’s best sellers: light tan calf 
oxfords—30 per cent, tan and white 20 per cent, woven 
15 per cent and all others 35 per cent. Types in women’s 
shoes: elasticized 35 per cent, pumps 25 per cent, ox- 
fords 25 per cent and sandals 15 per cent. Colors: 
black 65 per cent, blue 30 per cent and beige 5 per cent. 
Leathers: patent 50 per cent, gabardine 30 per cent and 

[TURN TO PAGE 38, PLEASE | 
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Shades of Spring 


News item: Bootmaker’s finish or 
antique-ing is stronger than ever this 
Spring. Darker shades more popular. 

The Rival Shoe Store, 147 East 
42nd Street, New York City, offers 
the customer the “choice of all three.” 
Three brown shoes are hung vertical- 
ly on the back wall of the window dis- 
play. Each shoe is treated with a 
different shade of bootmaker’s finish. 
The first, with a light shade called 
Old Gold, the second, a medium 
shade called Old English, and the 
third, with a dark brown called Old 
Russet. Under each shoe is a brush 
and pot of the different colors of the 
oils used in the custom finishing. All 
the customer has to do is to pick out 
the shoe he wants and then select the 
particular shade of bootmaker’s fin- 
ish to suit his taste or the suit he is 


wearing. 
* * 


A Convincing Demonstration 


Sometimes the question is asked. 
“Does this shoe have a steel shank 
in it?” 

There are several ways in which the 
salesman can prove it to the customer. 
The shoe may be looked at through 
the fluoroscope. A tack may be driven 
into the shank of the shoe and if the 
tack turns at the point, it indicates a 
metal shank. 

Many steres do not carry fluoro- 
scope machines and the second method 
is not only crude, but it disfigures 
the bottom of the shoe. 

A. H. Stiening of the Stiening 
& Collette Shoe Store in Atlanta, Ga., 


shank has steel in it, the needle of the 


compass will immediately turn to- 
wards the shoe. The experiment is 
not only interesting, but very convinc- 
ing to doubting Thomases.” 

_ * - 


To Your Friends 


Littman’s Store, in Brooklyn, New 
York, has found that a store’s best 
advertising is satisfied customers. 

Accordingly, “at the conclusion of 
a sale by a mother who has pur- 
chased shoes for her children from 
us a number of times and has been 
completely satisfied, the suggestion is 
made that possibly a friend or rela- 
tive of her’s may be having difficulty 
obtaining satisfactory shoes for her 
children, and that by recommending 
our shoes through the medium of our 
card gain her profound gratitude and 
our own deep appreciation.” The 
card reads as follows: 


“This is to introduce 


I have recommended KALI-STEN- 
IKS CHILDREN’S SHOES very high- 
ly to her. Please show her the same 
considerate attention you have shown 
me. 


Recommended by a 


This form of introduction assures a 
new customer of all the attention re- 
ceived by one of Littman’s regular 
clients, and the store reports that this 
card has proven of such valuable aid 
to them that they would like to pass 
it on to other readers of O.P.I. 

* * * 


Official Weather Facts 


“March in New York is colder than 
November. April is colder than Oc- 
tober—much colder. And even May 
is colder than September.” According 
to a statement by Brooks Brothers, 
New York City. All of which may 
be an important consideration to shoe 
retailers. Though we may be psycho- 
logically thinking of warm weather. 
in actual fact, we can expect con- 
siderable more cool weather and de- 
mand for substantial footwear. 

* a * 


When They Gotta Go 


Joe Gosliner and his brother, 
who conduct one of the oldest estab- 
lished shoe stores in Caltfornia, Gos- 
liner’s in Santa Cruz, recently ran a 
newspaper ad which “cleaned up 
their entire lot of odds and ends in a 
couple of days selling.” Copy reads: 

“We have combed our entire stock 
for short lines of women’s seasonable 
shoes. Regardless of former selling 
prices — regrouped them into three 
ridiculous low priced brackets. 

$1—$2—$3 

“If there ever was a real saving 
event in Women’s Shoe Needs—here 
is one. 
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BEST IDEA OF THE WEEK 
INFORMALITY—OUR KEY TO SUCCESS 


(Jacqueline Shoe Shop, Columbia, Missouri) 


O. P. Ideator—“I understand, Mr. Calabretta, that 
you believe that a shoe store in a college town can in- 
crease sales 50 per cent by making co-eds feel at 
home.” 


Manager Louis Calabretta—‘“I not only believe it, 
but I have proved it in regard to our own shop. In 
Columbia, students in three colleges comprise two- 
thirds of our potential buying population. The Jac- 
queline Shop, therefore, emphasizes ‘personalized feel- 
ing’ to catch the college trade. 

“This promotion has taken the form of building up 
an informal background atmosphere as well as a direct 
sales appeal.” 


O. P. Ideator—“Tell us more about it.” 

Mr. Calabretta—‘“Since even a college shop can’t 
depend on transient trade to increase sales, it must 
have a drawing card of some sort to attract customers. 
Informality is our ‘open sesame’ to success. 

“Jacqueline highlights the informality plan by hold- 
ing a contest for a free pair of Paris Fashion shoes 
each Thursday afternoon. Each girl coming into the 
contest signs her name to a ledger. We post her name 
in the window and although only one girl wins each 


week, at least 800 college girls come to see if their 


names are posted. This attracts interest—and if backed 
by clever shoe displays draws more customers into the 
store. We introduced the register three weeks ago and 
now have more than a thousand names of potential 
customers.” 


O. P. Ideator—“A very useful contest, Mr. Cala- 
bretta, and I can see with my own eyes how you have 
created ‘atmosphere’ in your shop.” 


Mr. Calabretta—“Yes, you will notice that our win- 
dow displays are set against full-sized panels showing 
students bicycling, playing tennis and participating in 
other sports. Black poster heads read ‘Studies in 
Fashions and Economics’ and ‘Fashion Credits for 
your Spring Semester.’ If you will glance around the 
store, you will notice that a large Welcome sign hangs 
across the back of the store. Seals of the University 
of Missouri, Stephens and Christian Colleges are 
placed along the back wall and smaller sorority pen- 
nants decorate the side panels. Lighting is indirect 
with spots thrown here and there to emphasize certain 
articles of merchandise.” 


O. P. Ideator—“Yes, and the touch is complete with 
cigarettes placed on those end tables and the radio 
tuned to soft music—not jazz.” 


Mr. Calabretta—*And you will notice that our sales- 
men are predominantly young and they introduce 
themselves to the customer by their first names. 

“The recent addition of two University football play- 
ers as part-time employees also appeals to our co-ed 
customers. 

“We have found that after you make the college 
girl feel at ease, you've won 75 per cent of the battle. 
We feel] that this plan is one of the main reasons girls 
pick our store as a meeting place.” 











“SO WE SAY: 
IF THEY GOTTA GO— 
THEY GOTTA GO!” 


Mr. Joe Gosliner reports that this 
simple direct approach, different from 
the frequent odd cent sale price ap- 
proach, brought exceptional results. 

- 2. .@ 


Progressive Markdown Sale 


A Missouri department store re- 
cently held a very successful three-day 
clearaway sale in which daily reduc- 
tions were made on all brands of 
popular make shoes in the store. On 
the first day, all shoes were reduced 
20 per cent in price. On the second 
day, every shoe that was left was re- 
duced another 10 per cent, and on 
the third day the merchandise still re- 
maining was reduced another 10 per 
cent. 

In announcing the sale, copy in the 
hewspaper ad read: “If you have the 
true bargain-hunting spirit, you prob- 
ably will wait until Wednesday (the 
third day of the sale), when prices 
will be at their lowest. But in the 
Meantime alert shoppers may come 


along and buy the shoes you particu- 
larly desire at 20 or 30 per cent off. 
Can you afford to take a chance? Or 
will you make sure of what you want 
by coming in the first or second day? 
Remember stocks are limited.” All 
sales were outright; nothing was sold 
on approval and no exchanges were 
permitted. The sale was a success. 


Daily Foot Exercises 


Here is a set of foot exercises we 
copied off the wall of a shoe store. 
The proprietor reports that he also 
has them made up in an attractive 
little folder which he places in shoe 
boxes of all orders to customers with 
troublesome feet. 

“Foot Exercises, serve to keep a 
good foot trim and make weak feet 
stronger. Curve the toes under strong- 
ly, then relax. Pick up marbles with 
your toes. 

“While seated, place both feet in 
front, as if you were putting them on 
the pedals of a sewing machine, raise 
heels from floor, then lower, raise 
toes, then lower; repeat thirty times. 


“Place Right Foot over Left Knee; 
TURN RIGHT FOOT UPWARD 
then DOWNWARD 20 times. 

“Repeat for Left Foot. 

“Standing, place both feet in the 
PIGEON TOE POSITION, the 
HEELS five inches apart; ROLL the 
feet over on the OUTER BORDER 20 
times. 

“Walk about the room (with the 
shoes off) the heels on the ground 
and the toes PROTRUDING UP. 
WARD for five minutes daily. Walk 
with the feet straight ahead following 
a straight line, the heels and great 
toe touching the line. 

“Sitting with the feet PARALLEL 
and APART, RAISE INNER BOR. 
DER of the FEET 20 times. 

“Try walking upstairs in a pair of 
Japanese sandals. Trying to hold 
them on, requires a grasping with 
the toes that strengthens the plantar 


muscles.” 
* * * 


“Spring shoes to complement . 
and compliment ... your costume.” 
(B. Siegel Co., Detroit) 
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chandise. All the time the old stock is 
becoming older and his “Open to Buy” 
becomes less. Sooner or later his mis- 
takes catch up with him and he must 
inevitably throw himself upon the mercy 
of his merchandising office. 

The shrewd buyer does not permit 
himself to get inte such a condition. He 
readily admits his mistakes, takes his 
markdowns and immediately the facili- 
ties of the entire organization are 
placed at his disposal in order to purge 
the department of undesirable merchan- 
dise to provide funds for the wanted 
things. This is sound merchandising. 

In the case of the individual shoe re- 
tailer—he has only to admit these things 
to himself—but few seldom do! 


QUIZ 


1. How many pairs of shoes do you 
have in stock? 

(A) 6 months old? 
(B) 12 months old? 
(C) 18 months old? 

If you have any shoes in stock over 
18 months old, they should be disposed 
of immediately. You should never have 
any shoes older than 18 months and 
very few of those! 

2. Do you encourage the cooperation 
of your salespeople in the elimination of 
old stock? 

3. Upon what percentage of your en- 
tire stock are you doing your total busi- 
ness? 

(You'll be amazed at this analysis.) 


III 


All department stores began as small 
specialty stores—the personal relation- 
ship with the consumer was intimate, 
but as these stores became huge mer- 
chandising institutions, this personal 
contact was almost completely lost 
Realizing this, department stores of 
America spend hundreds of thousands 
of dollars each year in the interest of 
better public relations. 

The shoe store has this intimate con- 
sumer relationship, an asset of inesti- 
mable value! Because of this close asso- 
ciation with the consumer, the shoe 
store is in a far better position to sense 
the acceptability of a fashion and by 
the same token recognize symptoms of 
waning enthusiasm. 

Unless these symptoms are _ inter- 
preted correctly and the proper action 
taken, this natural advantages of the 
shoe store is nullified. The advice of 
Alexander Pope should become the 
creed of every shoe buyer. “Be not the 
first by whom the new are tried, nor yet 
the last to lay the old aside.” 

Still another definite advantage that 
the shoe store enjoys is the fact that 
manufacturers prefer their business in 
most cases. Why? 

In the first place the shoe store real- 
izing its handicaps must depend on 











[CONTINUED FROM PAGE 19] 


merchandise of merit to build a high 
percentage of repeat business. The 
average department store on the other 
hand thinks more in terms of advertis- 
ing allowances, special discounts and 
promotion possibilities. The shoe store 
realizes that the consumer is not at all 
interested in all of these “special ar- 
rangements” and therefore looks for 
those qualities in a line of shoes that 
assures permanency. Department stores 
are fast discovering that the burden on 
their adjustment department is due to 
the fact that they “made a‘very favor- 
able connection,” the cost of which is 
inevitably hidden,in the inferior mer- 
chandise they are focing upon their cus- 
tomers. 

If department stores are going to 
adhere to their slogan, “The customer 
is always right,” they will soon find as 
many have found, that in the shoe busi- 
ness at least the customer expects Fit, 
Quality, Style and Service. This is the 
consumer’s definition of Value! 

Another advantage of the shoe store 
lies in the fact that in the main it is 
not a slave to sales figures. “Beat a 
year ago” is the very ambitious objec- 
tive of department stores. With fever- 
ish enthusiasm the merchandising de- 
partment, the sales promotion and 
window display departments, in fact, 
the whole organization is geared for 
the “Super Colossal Sale,” which usually 
comes at the height of the selling sea- 
son when the consumer expects to pay 
the regular price for standard merchan- 
dise. This is the event that millions 
wait for each year—never have paid 
the legitimate price and never will! To 





Spring in Your Step 






Display of Spring shoes designed for 

Russeks, Detroit, by P. A. Kushell. 

Background was apricot; base, cornice 

and shelves, white; sways, Bermuda 

green. Mr. Kushell won a display award 
at the National Shoe Fair. 
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DEPARTMENT STORE MERCHANDISING 
















this vast army of “thrifty bargain 
hunters” is added an ever increasing 
number of regular customers who load 
up—then hibernate. 

Long ago the shoe stores found they 
could not adopt such methods—they 
were merely loading up their own cus- 
tomers at cut prices and losing money 
doing it. It is taking the department 
store a little longer to come to this con- 
clusion, because they have more cus- 
tomers to load up—but the result is th« 
same—a profitless operation. 

Those that have not yet admitted this 
fact to themselves will plan an “Extra- 
ordinary Super Colossal Sale” for next 
year just to beat this year’s figures. 
Sooner or later they will discharge the 
buyer because he couldn’t “make his 
figures” and decide that the shoe busi- 
ness doesn’t lend itself to department 
store promotion. When this type of 
department store finally opens its eyes 
it will find a thriving individuall) 
owned shoe store well established and 
featuring the nationally known lines o/ 
shoes that refused to be “Footballed 
around.” 

Fortunately many people have los 
all faith in such promotions, and th 
department stores which are making 
progress in their shoe departments are 
resorting to sales only for the purpos: 
of disposing of old stock. 


IV 


Study the methods of successful shoe 
buyers—they are all fine merchandis 
ers. Most of these buyers have held 
their positions for years or have been 
promoted. They have not been retained 
because they are volume operators— 
invariably they hold their jobs because 
they are profit makers! They resist 
every attempt to produce volume with- 
out profit. They operate their shoe de- 
partment as if it were their own. They 
have eliminated the many weaknesses 
in department store shoe promotion. 
They have capitalized upon the many 
advantages which the department store 
enjoys, however, and to these they have 
added many of the good features of 
the individually owned shoe store. 

As we look around the United States, 
we find here and there an outstanding, 
successful individually owned = shoe 
store. These stores are successful 
cause the Customer is their very fist 
consideration. They have profited gre: t- 
ly by the many merchandising mista! °s 
of department stores. They are strivig 
to convince the consumer that—‘ he 
logical place to buy shoes is in a si 0¢ 
store.” 

There are such good examples of 
profitable shoe operation by both s ve 
stores and department stores that we 

[TURN TO PAGE 39, PLEASE] 
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WATER TEST 
ON, 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


The writer of an article on sole leather says in effect, some 
sole leather can be wet and dried without altering its service- 
ability. Since Kistler BENCH BRAND Sole Leather supports 
the writer's claim, we feature it in a graphic explanation of 
the way such endurance is obtained. 

First, you should know that there are ali kinds of hides. 
Some are light in weight, some are heavy, others are good 
regardless of weight and some are poor. Then, too, hides are 
tanned in different ways. The variety of ways account for a 
variety of results. 

When heavy, high-grade hides are allowed to stay in the 
tanning liquor long enough to secure permanent fixation of 
the tanning elements around innumerable closely-knit fibres of 


2UNOLD 


SHOWS ITS FIBRE SUBSTANCE IS SO 
PROTECTED BY LONG-TIME TANNING, 
IT LOSES NOTHING IN SUPPLENESS 
OR SERVICEABILITY BY BEING WET. 


the hide substance, a resistance to a break down when wet 
is set up in the leather structure. That is exactly what takes 
place in making Kistler BENCH BRAND Sole Leather. More- 
over, our vegetable tanning process contributes to the 
desired end. 


As a buyer of sole leather or a buyer of men's shoes, you 
will be interested to know that with the natural characteristics 
of fine hides built up in this way, solid sole leather is assured 
for every pound in weight and 100°/, wear for every iron of 
thickness. This leather helps business for the trade, because the 
man who wears shoes bottomed with it realizes he is getting 
more for his money. 


ER eo 
KiszLe 10K \ Dompiini 





BOSTON, MASS. 





WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN 1012 NORTH THIFD STREET, MILWAUKEE. WISCONSIN 
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Pattern Hardtwist 94137 


Styled to fit your store 


Woven tofit your traffic 


Write for the “life story” and “profit 


story” on Mohawk Carpets for shoe stores. 
MOHAWK CARPET MILLS, AMSTERDAM, N.Y. 
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Easter Shoe Sales Surpass 
1939 in Many Stores 


[CONTINUED FROM PAGE 33] 


calf 20 per cent. The demand for better shoes slightly 
better. 


BOSTON SHOE COMPANY, INC. 
LOUISVILLE, KENTUCKY 


Sales for week preceding Easter show 11 per cent in- 
crease. Compared with same week in March a year 
ago, 13 per cent increase. Patents 30 per cent of sales; 
blue gabardine 40 per cent; black gabardine 20 per 
cent. High riding pumps, 18/8 heel, 45 per cent. Same 
with 16/8 heel, 35 per cent. Straps and sandals, 18/8 
heel, 15 per cent. Men’s brown calf full brogues 70 per 
cent of sales. Demand this year practically same as 
last, but unit sale possibly a fraction higher this year. 


J. T. GEUTING, JR. 
A. H. GEUTING COMPANY, PHILADELPHIA, PA. 


Sales entire store a little ahead of last year’s Easter 
figues. Approximately 45 per cent ahead of corre- 
sponding week in March. Women’s sales: 40 per cent 
patent; 35 per cent blue; others 25 per cent. Growing 
girls’: 60 per cent patent; 35 per cent blue; 10 per cent 
others. Men’s: 60 per cent tans of lighter tone; antique 
in boldly perforated wings, quarter brogues and 
bluchers; 20 per cent more conservative tans and 
browns; 20 per cent black. No price resistance felt. 
Demand leaning toward better shoes. 


THE FONTIUS SHOE COMPANY 
DENVER, COLORADO 


Preceding Easter week 1940 and 1939 even; corre- 
sponding week in March, 1940, showed 25 per cent in- 
crease. Women’s styles: stepins, 90 per cent; miscel- 
laneous, 10 per cent. Color: black 50 per cent; blue 26 
per cent; white and miscellaneous 24 per cent. Materi- 
als: kid and calf 40 per cent; fabric 24 per cent; pat- 
ent 17 per cent; white and miscellaneous 18 per cent. 
Men’s styles and leathers: antique calf 65 per cent; mis- 
cellaneous 35 per cent. Colors: antique saddle tan 51 
per cent; black 33 per cent; sport and miscellaneous 16 
per cent. Demand for good shoes still continues. 


RUSSELL WERNER 
SAN FRANCISCO, CALIFORNIA 


Easter sales 5 per cent ahead of last year. Sales in 
comparison with corresponding week last year 35 per 
cent ahead. Styles in women’s shoes: first, sandalized 
and V-throat pumps, open toes, both open and closed 
heels. Second, medium and high front elasticized step- 
ins. Third, strap sandals, both open and closed heels. 
open toes. Colors: black patent and elasticized gabar- 
dine 50 per cent; blue same materials 35 per cent; 
brown 10 per cent; remainder scattered. Men’s shoes, 

[TURN TO PAGE 49, PLEASE] 
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Godchaux Celebrates 
Its Centennial 
[CONTINUED FROM PAGE 25] 


the “balance in motion” principle, as 
applied to footwear. 

While the major events of the pro- 
motion centered around March 1, the 
centennial observance will continue 
through the year. Few if any historic 
eccasions in American retailing have 
ever been dramatized so effectively. 
The New Orleans Times-Picayune of 
March 1 carried a sixteen-page special 
section devoted to Godchaux’s history 
together with institutional advertising. 
No sale copy was included in the sec- 
tion. 

Special civic events will be broadcast 
over WWL throughout the year under 
Godchaux sponsorship, and many of 
them, especially interviews with visi- 
tors of note, will originate at the store 
itself. One of the first of these visitors 
was Mr. Keith, who presented a gold 
medal for distinguished service in mer- 
chandising to Leon Godchaux. Nation- 
ally and internationally known style 
authorities designed special creations 
which were introduced at Godchaux’s 
for the first time as part of the centen- 
nial promotion. Visitors signed a guest 
book which will be sealed in a vault to 
be opened 25 years hence. 

During the opening celebration, em- 
ployees donned costumes of a century 
ago and were entertained at an elabo- 
rate Centennial Ball at the Hotel Roose- 
velt. Historic exhibits were displayed 
in various departments, including the 
shoe department, where a collection of 
shoes from 45 nations, dating back to 
the 16th century, filled several cases 
scattered through the department. 


Harrisburg Store Remodeled 


HARRISBURG, Pa.—Cantor’s Shoe 
Store at 12 North Third Street, owned 
by Benjamin Cantor, has recently been 
remodeled, making it one of the most 
modern and attractive shoe stores in 
this area. 

Pastel shades with maple fixtures 
give the store a touch pleasing and rest- 
ful to the eye. The ceiling is white, and 
the floor covering blends with the color 
scheme. Indirect lighting was used ex- 
tensively. 

A center wall, which formerly had 
cut the store in half, was removed to 
make one large room. Two maple posts 
take the place of the wall. 

Eleven softly lighted display niches 
with blue backgrounds were placed 
about the store above the stock shelves. 
The shelf room now allows space for 
about 1000 more pairs of shoes. 

The store has been equipped with 
new chairs and fitting stools, providing 
seating capacity for four more persons, 
bringing the total seating capacity to 
50. The women’s and children’s seats 
are chrome and maple chairs, while 
the men’s are brown and tan. 

Two new bag and hosiery cases were 
placed near the front of the store as 





| 





Fifty years of New 


E-E-TAYLOR CORP: 


well as a wrapping counter. All wood- 
work is finished in maple. 

The exterior of the store was also re- 
modeled. Two large and distinctive 
windows allow ample space for display 
of shoes. 


Enlarges to Include New 
Children’s Department 


BLUE ISLAND, ILL.—Taub’s Shoe store, 
a family shoe store, has recently been 
considerably enlarged to include a sep- 
arate children’s department which has 
been made a distinctive room. It has 
been completely decorated with animal 
figures and other juvenile decorations. 


[39] 


le-Made 


TRADE 


MARK RecisTEeReo 


SHOE 


ADVERTISED IN 


LIFE 


RETAILING 


2500 37 50 


IN STOCK 


over 150 Styles 
Write for Catalog 


England Craftsmanship 
BOSTON, MASS: 


Department Store 


Merchandising 
[CONTINUED FROM PAGE 36] 


can only come to one conclusion 
“There is a definite place in every city 
for both.” 

In making a thorough analysis of 
your business, take whatever steps are 
necessary to make a profit on the vol- 
ume you are now doing—any increase 
in volume will show a greater percen- 
tage of profit. 

Remember—the Government does not 
permit you to pay your taxes with mer- 
chandise—taxes must be paid with 
cash. 
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Official _Two-Color POSTERS 
for National FOOT HEALTH WEEK 


ORDER NOW! 


These compelling, colorful 
posters are a necessary part 
of your Foot Health Week 


romotion! 
P 


Use them in your window displays and 
for store decoration. Use them in the 
windows of vacant stores. Use them in 
conspicuous spots all over town. They 
will give a final, powerful tie-up in any 
well-planned promotion program. 


Why not place a quantity order for all 
stores in your community cooperating in 


National 


FOOT HEALTH WEEK 
April 15th to 20th 


These official Posters are BLACK and GREEN 
on heavy offset paper, size 17 x 22 inches 


5 for $2.00 100 for $18.00 20 for $4.50 
10 for $3.00 (WE PAY POSTAGE) 30 for $6.00 


MATRICES OF SIX 
FOOT HEALTH WEEK 
R. E. ANDRUSS—BOOT AND SHOE RECORDER 
POSTERS 239 W. 39th St. New York ILLUSTRATIONS 


SHIPPED FOOT HEALTH WEEK POSTERS, $1.50 


FL AT SETS of matrices of FOOT HEALTH WEEK 
ILLUSTRATIONS. Included are reproduction 


Check (or Money Order) enclosed, or of Foot Health Week Pos 
o ter in two sizes, and four 


other timely illustrations 
for your 
FOOT HEALTH WEEK 


PCAND ADDRESS CLEARLY TO BOOT AND SHOE RECORDER ADVERTISING 
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Black Favored for Easter on Coast 





Stores Report Active Business in Patents and Gabardines— 
Blue Expected to Lead in Next Six Weeks’ Selling 
—Keen Interest in Spectator Sport Types 


Los ANGELES, CALIF.—Easter shoe 
business in Los Angeles was active and 
uniformly satisfactory in all types of 
stores. Nearly every establishment re- 
ported black patent and gabardine as 
producing the greatest volume as far 
as color and material was concerned. 
Blue was next with that color showing 
decided indications of being the number 
one color in all overshoes and combined 
with white for the next six-weeks’ sell- 
ing. 

A mild January and February, fol- 
lowed by real Spring-like pre-Easter 
weather caused spectator sport shoe 
sales to soar. 

All patterns, especially open toe 
pumps and silhouette pumps, were well 
received, in fact, consumers considered 
pattern selection incidental to the de- 
sired color. 

Chain stores agreed on the activity of 
wedges in pastels of powder blue and 
dusty pink. Spectator sports were very 
good in white and blue with good sales 
on all white. Navy blue was very good. 

To quote a few representative houses 
on what was considered outstanding 
after black patent and gabardine: 

The May Co., Paul Kirsh:—“Such 
high colors as red, banana, blue and 
pink in wedges did have and will have 
& good acceptance. Lots of white and 
blue, lots of white and navy and white 
and black in the spectator sports, with 
an excellent acceptance of navy. Spec- 
tator sports are stronger than ever. 
Red, in all prices, moved freely.” 

Walk-Over, Paul Jesberg:—“Navy 
blue is easily the most sought-after 
color in all-over navy and in combina- 
tion with white. All white, with white 
‘and’ is selling exceptionally well. Built- 
up front spat patterns and sandals cut 


to the shank with open toes and open 
shanks are having the call.” 

I. Miller:—“Navy blue in high built- 
up wedges are very strong, followed by 
open toes and open heels. Whites are 
coming very strong. Elasticized ma- 
terials are stronger than ever, and 
unquestionably will continue to gain 
deserved consumer support. High col- 
ors are selling freely, with the season 
just starting for them.” 

J. W. Robinson Co., P. D. Lehman :— 
“Highlights of the volume in the top 
grades include a very strong inclina- 
tion toward blue in all shades. Wedges, 
all the way from the high dress kinds 
down to the play shoes. Elasticized 
shoes are apparently what the patrons 
like. High colors such as bright blue, 
bright red, canary, etc., moved nicely, 
with very little demand for the pastel 
shades this early in the season.” 

Gude’s, M. E. Mashburn:—“Wedges 
are really hot, while the elasticized 
pumps are by far the biggest selling 
numbers. More spectator types moved 
than at any previous Easter, with pat- 
terns more open. Blue Jacket blue in 
every type of shoe was the one big 
color. White shoes with blue trim and 
all blue were especially good. Sandals 
are excellent. Beige was a surprise 
selling color, which may or may not 
hold after Easter, being one of those 
gambles. This longer after-Easter 
season will see more dark shoes being 
picked up by our customers.” 

Innes, J. W. Fowler:—“In the very 
active spectator shoe selling, there were 
a few black and whites moving, but the 
brown and whites proved better. The 
blue jacket and white was also quite 
strong. This will increase as the pa- 

[TURN TO PAGE 43, PLEASE] 


Compo General Manager 
Honor Guest at Dinner 


Boston, Mass.—A dinner was given 
to Leo P. Nemzek of Compo Shoe Ma- 
chinery Corporation at Locke Ober’s 
on March 14 by his associates of the 
organization. The occasion was his 
fifth anniversary as general manager 
of Compo Shoe Machinery Corporation. 
The following members of Compo Shoe 
Machinery Corporation’s Boston office 
were present: William Solar, Walter 
Morton, P. L. Slayton, W. E. McKenna, 
W. C. Durham, Louis H. Lansky, M. G. 
Stratton, D. J. Murphy, M. I. Herold, 
John Smith, A. G. Nelson, T. T. Taylor, 
J. P. Flynn, D. Minihane and P. S. 
Benjamin. 

Barnard Solar is visiting the Boston 
office, from which he has been absent 
for about six weeks. Barney expects 
to spend approximately three weeks in 
New England renewing acquaintances 
with all his old friends. 


Prescott Honored at 
Surprise Dinner 


Des Moines, Iowa—J. E. W. Pres- 
cott of Des Moines, who has been sec- 
retary-treasurer of the Iowa Shoe Trav- 
elers’ Association for 21 years, and 
who was recently elected vice-president 
of the national association, was the 
guest of honor at a surprise dinner 
given by the association at Hotel Fort 
Des Moines. 

After the testimonial dinner in honor 
of Mr. Prescott’s service, he was pre- 
sented a portfolio by the association. 


Resigns as Buyer 


New York—Jimmy Salzman, former 
buyer for Salzman Bros., 45 West 34th 
Street, this city, exporters and jobbers 
of women’s shoes, has resigned from 
the firm. Murray P. Salzman is head 
of the firm. 
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Committee Plans for St. Louis Opening 


St. Louis, Mo.—The committee in 
charge of arrangements for the first 
showing of St. Louis Fall Footwear 
Fashions at the Commodore Hotel, May 


Ww. S. MILIUS 
Chairman Arrangements Committee 


5 to 8, is working vigorously on plans 
designed to make this an event that 
will challenge the attention of Amer- 
ica’s leading shoe buyers. 

Following a meeting of the commit- 
tee March 26, the first formal an- 


Cc. L. HEIN 
Member Arrangements Committee 


nouncement was released for mailing 
to the trade. It is a simple, finely 
printed card which reads, “Announcing 
St. Louis Shoe Manufacturers’ Asso- 
ciation’s Introduction of Fall Footwear 
Fashions, Hotel Commodore, New York, 
May fifth to eighth.” 


Already hundreds of letters from 
prominent merchants have been re- 
ceived by the committee members in- 
dorsing the group opening and at the 


H. G. JOHANSEN 
Member Arrangements Committee 


same time indicating a sizable atten- 
dance. 

The designing departments of the St. 
Louis factories are working day and 
night on the many thousands of new 
samples that will go into the Fall lines. 


A. M. BURTON 
Secretary and Committee Member 


The style authorities here, while not 
ready to be quoted at such an early 
date, say it looks like it’s going to be a 
more colorful Fall in shoes. Most ad- 
vanced designs of men’s, women’s and 
children’s footwear will be shown at the 
opening in New York. 


N.A.C, to Convene 
In Boston, August 25-30 


Boston, Mass.—Foot care and the 
relationship between foot health and 
bodily health—two subjects of prime 
interest to shoe merchants—are to be 
exhaustively treated at a series of 
meetings to be held late this Summer 
in Boston in connection with the annual 
convention of the National Association 
of Chiropodists. The convention, from 
August 25 to August 30, is to be held 
at the Hotel Statler. In addition to lec- 
tures on scientific subjects, case his- 
tories will be presented and shoe ther- 
apy will be handled by experts in this 
line. There will be, also, exhibits of 
shoes and of equipment and implements 
used by the chiropodist in the practice 
of his profession. 

This is the third such convention to 
be held in this city, the first two hav- 
ing been held in 1914 and 1925, respec- 
tively. It is also the centennial anni- 
versary of the opening of the first 
office in this country for the practice 
of chiropody. 


Showing Indicates Interest 
In Men’s Casual Shoes 


DENVER, CoLo.—A strong interest in 
casual and sport shoes, evident in re- 
cent advance style exhibit at the men’s 
shoe department of the May Co., here, 
is seen by Buyer Max Lackner as an 
indication of increased style interest 
on the part of men in general. 

The exhibit contained more than 200 
samples, and was used in conjunction 
with a men’s style show also partici- 
pated in by clothing manufacturers. 

Particular interest was shown by 
the men in wedges, slacks, side gores 
and sandals, according to Mr. Lackner, 
who looks for an excellent season in 
this class of merchandise. 


Salesmen Plan Dinner Meeting 


Boston, Mass.—The 210 Associates, 
Inc., New England shoe salesmen’s 
fraternal and benevolent organization 
will hold a beefsteak party and ope! 
meeting Wednesday evening, April 10, 
at the Hotel Lenox, Boston. Tickets 
are $1.50 and the dinner will begin at 
6.30 P.M. 

Alfred Schachat is chairman of the 
program committee. Other members of 
this committee are: Louis Jacobs, 
George N. Levy, Harry Aronson, Max 
Horn, Ray Brady, James English, 
Charles Stedfast and Jack Mann. 


New Hollywood Store Opened 


HoLitywoop, CaALir.—The Studio Ci y 
Bootery, a family shoe store, has just 
been opened at 12215 Bentura Bou! 
vard by Edward Markarian. The pro- 
prietor previously operated a shoe stove 
in Bellows Falls, Vt., and worked ior 
ten years in a Lynn, Mass., shoe f:c- 


tory. 
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Black Favored for Easter 
On Coast 


[CONTINUED FROM PAGE 41] 


tents begin to drop off. Wedges from 
18/8 to 21/8 are extra good.” 

Wetherby-Kayser, W. M. McCracken: 
——“This has all the indications of being 
a sensational white year, white kid- 
skin and white sueded leathers, espe- 
cally. Business on white and blue and 
white and brown is far better than 
anticipated. Navy blue came along 
strong and will go all the way through 
the season. It seems that nearly every- 
body wants pumps, with 75 per cent 
o! them being open toes in the style 
patterns. Spectator sports are very 
big. Wedge interest is not at all com- 
parable to the amount of promotion 
expended on them. Play shoes are tre- 
mendous.” 

Mandel’s, M. Mandel:—“All whites 
and white combinations are stepping 
out to the fore much more than we 
like to see this early in the season. In 
colors, the blues, then red in the high 
colors, followed by pastels, seem about 
the order in the popular-priced field. 
Color is much more important than last 
year. All patterns are selling, with 
preference to the open types. This early 
interest in shoes is taken to mean a 
nice healthy business for the next two 
months at least.” 

Bullock-Wilshire, E. Dudman :—“Ap- 
parently all of our selections in the top 
grade field met with wholehearted pub- 
lie appreciation. Patron selection is so 
broad that scarcely anything is appar- 
ently outstanding. A medium shade of 
grey was one mild surprise color. Navy 
blue and red, after the blacks are the 
free-selling colors. Sandalized pumps 
were selected by practically everybody. 
Several real high-style novelty patterns 
quickly disappeared. Indications are 
that right after Easter we will go into 
a period of dark shoe selling, as pa- 
trons paying $15.75 to $22.75 for their 
shoes invariably start building up their 
dark shoe wardrobe about this time of 
the year. This has been one of the best 
seasons we have ever experienced.” 


Weyenberg Reports 
Profits Gain 


MILWAUKEE, Wis.—The Weyenberg 
Shoe Manufacturing Co. reported a net 
profit for 1939 of $364,932 against 
$71,926 for the previous year. Net 
sales for the year totaled $9,715,153, 
& gain of more than $2,000,000 over the 
$7,376,813 reported for the previous 
year. 

Gross profit on sales last year totaled 
$1,248,838 against $803,720 in 1938. 
Net profit from operations, after the 
deduction of $848,622 in selling, gen- 
eral and administrative expenses, total- 
ed $400,216 against $38,521. Other 
income totaled $144,804 and deductions 
for interest on debentures, interest on 
notes, amortization of debenture ex- 
Petse, etc., amounted to $58,479, to 
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REALLY 
WASHABLE 
WHITE ELK 


Trade Mark Registration 
applied for 


... and it cleans beautifully 
with only soap and water 


All over the country the “bread and 
butter” numbers are going to town. 
Kleenette White Elk is starting them 
off. And they'll show a clean record all 
season, thanks to a leather that requires 
only a soap and water rub-down. 


Kleenette is the offspring of a tan- 
nage that has produced fine quality 
since 1888. Kleenette shapes into smart 
patterns .. . cuts clean . . . its texture 
has an extra degree of smooth comfort 

. . it wears excellently and is kept 
clean easily. Kleenette has been tested 
... it’s ready . . . put it in your lines of 
women’s and children’s footwear (it’s 
ideal for nurses’ shoes, too). Remem- 
ber, no fussing; soap and water only. 
Samples swatch for your examination. 
Write us. 


A. H. ROSS & SONS CO. ronners since 388 CHICAGO 


Saint Louis 
Charles E. 
1602 Locust 


New York 


Bankhart & Sam Witkins Co. 
177 William St. St. 


Boston Milwaukee 
Merchant Loveys Leather A. W. Patton 
Co., 50 South St. 3059 N. Prospect Ave. 





make net profit before income taxes 
$486,541 against $91,883. Provision for 
income tax totaled $121,608 against 
$19,957. 


Eby Shoe Corp. 
Elects New Officers 


EPHRATA, Pa.—At a recent meeting 
of the Board of Directors of the Eby 
Shoe Corporation, here, Harry E. Rohr- 
bach was elected president for the en- 
suing year. Other officers elected were 
S. Millo Herr, vice-president and trea- 
surer; Harry W. Bearinger, secretary, 
and John K. Kerr, chairman of the 
board. 


The active management of the com- 
pany remaining the same, the present 
policies will be continued. 


Larkin Succeeds as 
La Crosse General Manager 


LA Crosse, Wis.—Arthur S. Funk 
has retired as general manager of the 
La Crosse Rubber Mills Co., makers 
of rubber footwear. Mr. Funk con- 
tinues as treasurer and a member of 
the board of directors of the firm. Leo 
J. Larkin, assistant general manager 
for several years, succeeds Mr. Funk 
as general manager. Mr. Funk has 
been associated with the company since 
1909. 
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Milestone in Leather Industry’s Progress 
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Next Week’s 
Demonstrate Tanners’ 
To Style 


New York—Last week a grey liner 
nased its way up the Hudson, complet- 
ing the hazardous run from an English 
port. Aboard the Lancastria were three 
men who had undertaken the risks of 
North Atlantic travel for the express 
purpose of attending a trade event, 
the semi-annual Leather Show, to be 
held at the Waldorf-Astoria, April 1 
and 2. Not even the rigors of a war- 
time economy could interrupt the reg- 
ular visits these merchants had made 
to the Leather Openings in recent 
years. Although far less than the usual 
complement of foreign visitors will 
attend the show on April 1 and 2, 
enough will be there to underline the 
extraordinary status of the event. To 
the European shoe and leather trades, 
there is no better symbol of the leader- 
ship of United States tanners than the 
Leather Shows held by the Tanners’ 
Council. 

The Council and the energetic men 
who are responsible for the Leather 
Shows have done far more than create 
an industrial exhibit. They have de- 
veloped an invaluable means for co- 
ordinating the style and color develop- 
ments which are becoming increasingly 
important in the shoe and leather in- 
dustries. Behind the smooth running 
of each show lies months of intense 
activity and careful planning by the 
Council and its Exhibit Committee. 
Style and color trends must be recon- 
ciled with the enormous technical dif- 
ficulties confronting the tanner in 
producing the range of colors, weights 
and surfaces available to shoe manu- 
facturers. 

The consumer who takes style for 
granted and expects as a matter of 
course a great variety of choice in 
shoes and accessories is certainly not 
aware of the overhead cost of style. 
Manufacturers and retailers, however, 
know that the burden of style has be- 
come an ever heavier factor in the in- 
dustry’s budget. Perhaps no organiza- 
tion has done as much as the Tanners’ 
Council and the associations cooperat- 
ing with it, such as the National Shoe 
Retailers’ Association, in holding down 
the overhead costs of style for leather 
and shoes. From their very inception, 
the Leather Shows have maintained a 
cardinal principle—the exhibition of 
leather and the coordination of color 
in the most practical and efficient man- 
ner. The Council and its vigilant Ex- 
hibit Committees have barred the costly 
furbelows of publicity, the expensive 
and needless competition in presenta- 
tion and promotion, all of which must 
eventually be borne by the industry. 

Furthermore, the Tanners’ Council 
has actively supported the National 
Shoe Retailers’ Association in staging 


Leather Show at Waldorf-Astoria Will Again 
Important Contribution 


Creation 


and presenting a Fashion Show and 
Styles Conference in conjunction with 
the Leather Show. It believes that the 
full value of the color coordination 
program can be realized only by show- 
ing and discussing under authoritative 
leadership a comprehensive picture of 
fashion developments. Consequently, 
tanners have cooperated to the fullest 
extent in the presentation of the latest 
and most authentic style and color pic- 
ture before manufacturers, retailers 
and others interested in shoe merchan- 
dising. 

To the retailers as well as the shoe 
manufacturers, the Leather Shows have 
served the invaluable purpose of or- 
ganizing and clarifying color and style 
trends months before the new season 
begins. Covering as it does the entire 
industry, each show is a panorama 
of current tanning production and 
achievements. Open displays make 
available to everyone in the industry, 
to competing tanners as well as manu- 
facturers and retailers, the latest prod- 
ucts and creations in upper leathers. 
Uncertainties and risks, ever present 
in the shoe industry, are minimized 
because the dark horse of fashion has 
far less opportunity to upset and 
change the color picture. 


Each Leather Show offers manufac- 
turers and retailers an opportunity to 
capitalize the inherent appeal and pro- 
motional value of leather. Here the 
material of the centuries can be seen 
in the modern colors and surfaces that 
never fail to stimulate consumer re- 
sponse. From the impressive variety of 
leathers displayed by tanners there can 
spring the ideas that galvanize the shoe 
industry and reinvigorate consumer in- 
terest in footwear. The industry is 
ripe for such ideas, for the creative 
manufacturing and dynamic merchan- 
dising that lift shoes out of the com- 
monplace. Next week’s Leather Show 
will again demonstrate that tanners 
have done more than their part. 


Chicago Store to 
Reopen in April 

CuicaGo HEIGHTS, ILL.—Rau & Co. 
Department store which was burned to 
the ground in December, will reopen 
April 10 in a two story building with 
three and a half floors of selling area. 
The new shoe section, which is one of 
the outstanding departments in the 
store, will be located on the main floo: 
with 28 chairs. The department wil! 
feature women’s shoes priced from 
$3.95 to $8.50; men’s from $3.95 to 
$8.50, and children’s from $2.50 t 
$5.00. George Bernstein, who was re 
cently with a downtown Chicago de 
partment store, will be manager and 
buyer. S. W. Bloom is general man 
ager of the entire store. 
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“Wise shoe buyer make 
more profit when he 
buy shoes from WEIL.” 
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CURRENT CANCELLATIONS 


FROM ALL TOP GRADE ST. 
LOUIS FACTORIES—AT A PRICE 


While in town see Weil 


M. K. WEIL SHOE CO. 





1326 Washington Ave. St. Louis, Mo. 





Adds New Shoe Section 


West UNION, Iowa—John Thomas, 
owner of the Fashion Shop, has added 
a shoe department, where he will carry 
a full line of women’s and children’s 
shoes. 
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Dates to Remember 


Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 

April 1, 2, 1940 

Monthly Showing Michigan Shoe 
Travelers Association, Hotel Statler, 
Detroit, Mich. ........../ April 1, 2, 1940 

Buffalo Shoe Style Show, Buffalo 
Shoe Travelers Association, Hotel 
Statler, Buffalo, N. Y., April 14, 15, 1940 

Monthly Showing Shoe Travelers As- 
sociation of Chicago, Hotel Mor- 
rison, Chicago, Ill....April 29, 30, 1940 

Fall Style Opening St. Louis Shoe 
Manufacturers Association, Hotel 
Commodore, New York 

May 5, 6, 7, 8, 1940 

Quality Footwear Fashion Showing, 
William R. Parrott, Manager, Hotel 
Biltmore, New York City 

May 6, 7, 8, 1940 

Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
Illinois June 2, 3 and 4, 1940 

Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 

June 2, 3, 4, 5, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 

Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
Ohio June 9, 10, 11, 1940 

Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 

June 9, 10, 11, 12, 1940 

Annual Boston Shoe Fair, Hoiels Stat- 
ler and Parker House, Boston, Mass. 

June 10, 11, 12, 13, 1940 

Annual Convention New York State 
Shoe Retailers Association, Hotel 
Syracuse, Syracuse, N. Y. 

June 16, 17, 1940 

Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 16, 17 and 18, 1940 

Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
ERR RS June 23 and 24, 1940 

Tri State Shoe Mart, Pennsylvania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh, Pa. 

July 7, 8, 9, 1940 

Fall Shoe Show Michigan Shoe Travel- 
ers Association, Hotel Statler, De- 
troit, Mich. ........ July 8 and 9, 1940 

Charlotte Shoe Show, Sponsored by 
Charlotte Chamber of Commerce 
and Southern Shoe Travelers, Ho- 
tels Charlotte and Selwyn, Char- 

July 14, 15, 16, 1940 





College Fads Influence 
Shoe Sales 


Kansas City, Mo. — Year around 
wear of sport shoes by college and uni- 
versity students in the last year in this 
area is resulting in more general year- 
around-wear of two-tone shoes by stu- 


FIRST STEPS 
ARE IMPORTANT... 
TO MOTHERS 


Because correct in- 
fant foot develop- 


and fitted Baby 
shoes, 


TO RETAILERS... 


Because the first 
step toward your 
share of this new 
market is to stock 
this specialized line 
mothers are so fa- 
miliar with. 


MRS. DAY'S 








dent-age customers, according to the 
Robinson Shoe Co., here. 

According to Robinson’s, “Young 
men as well as young women have be- 
come vastly more style conscious. They 
want a wider variety of styles in mixed 
colors no matter what the season, and 
they want them up-to-date.” 

Reporting on this same trend, Roths- 
child’s say: “Sport alligators, in open 
toe and heel styles, are one of our big- 
gest sellers. We get more sales in 
them now than we did three years ago 
when they first began getting a good 
market here. There’s no doubt but 
what the younger trade is becoming 
strongly “sport shoe” conscious.” 


Colorful Shoes for 
Summer Indicated 


Des MorInes, Iowa— Colored heels 
and trims and wedge heels will be very 
much in evidence throughout Iowa this 
Summer, it was indicated by results 
of the shoe show held in Des Moines 
this month by the Iowa National Shoe 
Travelers’ Association. The showing 
was held at Hotel Fort Des Moines with 
50 lines showing. 

The multi-colored shoes took hold 
with greater emphasis than any novelt) 
shoe for years, the dealers reported. 

Wedge heels and platform soles 
played a big part in the Spring demand 
and the play casuals entered the pic- 
ture in a big way. 
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Dedicate New Buffalo Store 


BurraLo, N. Y.—At noon, March 20, 
Mayor Thomas L. Holling, using a pair 
of gold scissors, snipped a red satin 
ribbon which loosened the bands of 
gold cellophane which had covered the 
entire front of the new Van Deventer 
Shoe Shop, 420 Main Street, giving it 
the appearance of an enormous gift 
package. The members of the Greater 
Buffalo Shoe Retailers Association and 
Affiliated Shoe Trades sent a beautiful 
bouquet of flowers to their fellow mem- 
ber, while a number of them attend- 
ed the opening ceremonies, including 
Harry J. Deters, business manager; 
Carl Sickler, Lee Cummings, Ollie La- 
Reau and George Siefert, all of whom 
were strong in their praise of the ex- 
cellent and artistic arrangement of the 
shoe shop. 

The new store is approximately one- 
third larger than the former premises 
at 382 Main Street, where Mr. Van 
Deventer sold his first pair of Flor- 
sheim shoes in 1915. 

The front of the new store is bronze 
trimmed grey granite of modern de- 
sign, with solid plate glass doors. The 
interior woodwork and furniture are 
of American walnut, as are the window 
panels. Lighting is semi-direct, with 
fluorescent units for interior displays. 
The entire store is air-conditioned. 

J. Fred Van Deventer has been a 
member of the Greater Shoe Retailers 
Association and Affiliated Shoe Trades 
for many years and has always taken 
a prominent part in the business affairs 
of the city. 


Greenberg Store in 
New Location 


Decatur, ILL.—Jake Greenberg, re- 
cently moved his shoe store to 116 Mer- 
chant Street, leaving a building in 
which he had worked and operated a 
shoe store for more than 30 years. 

Remeval of the business from 135 
East Prairie Avenue ends a 45-year 
period in which the Greenberg family 
operated a shoe store in the same block. 
Mr. Greenberg started in the business 
at the age of 16 in the store then oper- 
ated by his father, the late Max Green- 
berg. 

Jake and his brother, Julius, who 
now is in Los Angeles, Calif., have 
been partners in business for 19 years, 
since the death of their father. An- 
other brother, Abe, has been in the 
children’s shoe business in Los Angeles 
for the last 17 years. 


Goldenberg Joins 
Livingston Footwear, Inc. 


Brooktyn, N. Y.—Michael H. Gold- 
enberg, formerly manager of the Fried- 
man Knickerbocker Avenue store, here, 
for the past 17 years, has recently 
opened a new store under the name 
Livingston Footwear, Inc., at 324 Liv- 
ingston Street, here. 
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Denver, Colo.—Repeated calls by customers led recently to the establishment of 
a shoe department for men in the basement store of the Denver Dry Goods Com- 
pany, Denver, Colorado. The attention of the prospective customer is attracted 
and his interest aroused by an excellently well arranged open display of mer- 
chandise in the two custom-built display cabinets placed at the entrance to the 
department. C. T. Smith is the basement merchandise manager; A. Y. Goldberg, 
the buyer; and Paul E. Felix, the basement advertising manager. The line of the 
W. L. Douglas Shoe Company is carried exclusively. 





Mr. Goldenberg and those associated many years’ experience in the retail 
with him in the new business have had _ shoe trade. 
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Kaber’s Shoe Store Reopened 


MONTGOMERY, ALA.— Kaber’s shoe 
store, enlarged and renovated, held its 
formal opening here, recently, with 
Harry Horne, manager, in charge. The 
store has been given an exterior of 
white Alabama marble, with window 
borders in modernistic chromium. The 
old show windows have been deepened 
and enlarged, a second entrance pro- 
vided, fluorescent lighting installed, and 
the interior arranged with alcoves, 
more attractive display cases and newly 
upholstered chairs. It is the third time 
the store has been enlarged since its 
opening in Montgomery in 1927. 
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Tanners’ Council Associates 
Hold Annual Dinner Meeting 


Boston, Mass.—The annual dinner 
meeting of the Tanners’ Council Asso- 
ciates of Boston was held March 20 at 
the Chamber of Commerce. In recog- 
nition of the important place achieved 
by the Associates in the local leather 
and shoe trades, this dinner was planned 
as an annual function at which the 
work and progress of the Associates 
could be reviewed. 

Merrill A. Watson, executive vice- 
president of the Tanners’ Council of 
America, reviewed the progress of the 
work of the Associates over the last 
eight years. He compared the disor- 
ganized condition in the handling of 
insolvencies and failures in leather- 
consuming trades in 1932 with the cur- 
rent situation where divisions of the 
Associates operate in Boston, New 
York, Philadelphia, Chicago-Milwaukee, 
and St. Louis. He pointed out that no 
one observing this growth could deny 
that real and substantial progress had 
been made. Obviously, during a pe- 
riod of development, mistakes had been 
made, but these were infinitesimal com- 
pared with the success of the work in 
hundreds of cases. He emphasized that 
the success of the work of the Asso- 
ciates in this district could be attri- 
buted to the untiring efforts of the local 
committee: J. L. Devaney, Armour 
Leather Company, chairman; Thomas 
Small, Allied Kid Company; A. H. 
Handy, A. C. Lawrence Leather Com- 
pany; M. F. Dillon, John R. Evans & 
Company; G. S. Scott, American Hide 
and Leather Company; F. W. Ander- 
son, Beggs & Cobb, Inc.; Paul Tetzlaff, 
Frank C. Meyer Company, Inc., and 
Jean Sisson, Friedman, Atherton, King 
& Turner, attorneys. 

Chairman J. L. Devaney explained 
the activities and operations of the 
Tanners’ Council Associates. He point- 
ed out that basically the purpose of the 
Associates’ plan is to promote a higher 
plane of debtor-creditor relationship in 
the shoe and leather industries and to 
reduce the losses entailed by financial 
embarrassments. He developed in de- 
tail the various steps in the handling 
of a case under the supervision of the 
Associates. Apart from the financial 
returns consequent upon higher divi- 
dends in bankruptcy, the Associates 
have encouraged worthy debtors and 
maintained vigilant scrutiny over ques- 
tionable cases and practices. To tanner 
members of the Associates, as well as 
other suppliers, the plan has meant 
an increased assurance that creditors’ 
and debtors’ interests are capably pro- 
tected. 

Various other members of the com- 
mittee, including Mr. Small, Mr. Scott 
and Mr. Handy, spoke briefly. 


Hamilton-Brown Plants Sold 


St. Louis, Mo.—Sale of the Union 
and Owensville, Mo., plants of the 
bankrupt Hamilton & Brown Shoe 
Company was approved by Referee in 
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Bankruptcy, Elmer E. Pearcy. The 
Union factory is being purchased by 
the Union Chamber of Commerce fo: 
$18,000 and the Owensville plant by 
the Collins-Morris Shoe Company of 
St. Louis for $31,500. 


Jones Opens New 
Santa Cruz Store 


SANTA Cruz, CALIF.—Allen C. Jones 
has opened his new shoe store, which 
is modern in every particular. This 
is the second time that this shoe store 
has been forced to move to larger quar 
ters since it was originally opened fou: 
years ago. Vitality shoes for women 
are the featured line. 


Blues Lead in Detroit Selling 


Detrorr, Micu.—Style trends in De 
troit definitely place blues as first 
choice in women’s shoes, with black a 
close second. Elasticized kid and gab- 
ardine are the materials most in 
demand at this time. 

At the J. L. Hudson Co. the seasor 
is prophesied to be a real blue seasor 
with gabardine in the lead. The lighte: 
shades in beige, grey and brown and 
beige combinations are also being 
shown in a large way. This store re 
ports heels to be an important featur: 
this coming season—the demand for 
wedgies being constantly increased. 
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Virginia Shwe. 


If your stocks are broken (and they are), 


SIZE UP WITH VIRGINIA 
Misses’ and children’s and boys’ shoes at popular prices. 
Dealers in every state in the Union 
have testified to the value and selling 
quality of these shoes. 


Our catalog shows 63 shoes of which 
we only show three here. 


ALL IN STOCK 


styles 


8% to 12. 
12% to 4 


GUIDE RITE 


Real boys’ shoes. Goodyear welt, bend 
soles, solid inners, fine upper stock, 
masculine, good fitting lasts, sturdy 
and dressy. 16 styles. 

Tan Elk—Water tee Tip 
—D 


pguieia $1.50 
1 'LBT% 


SEND FOR THAT CATALOG 


VIRGINIA SHOE CO. 


FREDERICKSBURG, VA. 
MANUFACTURERS 


POWHATAN 


Misses’ and children’s Goodyear welt. 
The best shoe we know near the price. 
26 styles. 





_—D 


MISS VIRGINIA 


Dressy, Fully Styled, light weight, Lit. 
tleways close edge, long wearing 17 


... 1.50 
. 157% 


PROMPT SHIPMENT 


Our records show 98% 
sent the day we get the 
order and we allow 5% 


Off, Thirty Days. 








PLAY POISE 
HEALTH 
SHOES 


The only feature shoe 
with ten distinctive 
features that we 
know of to retail at 
less than $4.00. 





Easter Shoe Sales Surpass 1939 


[CONTINUED FROM PAGE 38] 





black calf 50 per cent; tan handstained 30 per cent. 
Styles: black calf straight tip, medium narrow toe, 70 
per cent; wing tip, 20 per cent; tan stained full and half 
brogues 85 per cent. Demand for quality about the 
same as last year. 


EDWARD C. ORR 
POTTER SHOE COMPANY, CINCINNATI, OHIO 
Sales Easter week this year 6 per cent increase over 
Easter week last year. Easter week compared with 
corresponding week in March, 39 per cent increase. 
Women’s shoes: patents 50 per cent, gabardines 35 per 
cent, calf pumps 15 per cent. Elasticized V-line 60 per 
cent, sandals 20 per cent, trimmed pumps 20 per cent. 
Black 45 per cent, blue 40 per cent, colors 15 per cent. 
Men’s shoes: trimmed sport ski grain 50 per cent, black 
wing and medallion tip sport 15 per cent, kidskin 12 
per cent, tan calf staples 14 per cent, black calf staples 
9 per cent. The demand this season is for better mer- 
chandise. 


C. T. CARADINE 
HENRY HALLE & BROTHER, MEMPHIS, TENN. 


Sales past week same as Easter week 1939 and 110 
per cent increase over corresponding week in March, 
1939. Straight and wing tip styles predominated. Red 


rubber soles very good. Tan 60 per cent, tan and white 
combinations 25 per cent, black 15 per cent. Men and 
boys’ shoes only. Better shoes in demand. 


W. J. CRAWFORD 
CRAWFORD’S SHOE STORE, PEORIA, ILLINOIS 
Sales for Easter week 25 per cent over last year. Re- 
cent remodeling and enlarging partly accounts for 
phenomenal gains. Blues by far the leading color; in 
women’s, black patents and gabardines also good. An- 
tiques in both dress and leisure types leading by big 
margin in men’s. We're selling better shoes than last 
year. Improved industrial conditions have helped us 
grade up. 


WASHER BROTHERS 
FORT WORTH, TEXAS 

Following results for women’s shoes only. Easter 
this year 25 per cent over 1939. This week over corre- 
sponding week 1939, 40 per cent increase. Black 
patent 60 per cent, black gabardine 15 per cent, blue 
calf 15 per cent, blue gabardine 15 per cent. White 
combination 5 per cent. Open toes 99 per cent. Pumps 
75 per cent. Demand for grade of shoes practically the 
same as last year. 

[TURN TO PAGE 52, PLEASE] 





TO 
BUY 


Ballet Slippers 





BROOKS SHOE MFG. Co. — 
Swanson and Ritner, Philadelphia 
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Children's Shoes 
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Dr. C. A. Haines 
Shoes for Children 


IN STOCK 





Cu shioo 
» sort 


SUPERIOR SHOE CO., Mfrs. 
608 S. Peoria St. Chicago 
Bros. & Co. 
119-121 E. Columbia St. 

Fort Wayne, Indiana. 


Carton Labels 


i el 


LA BELS 





TOLMAN- DAVIDSON 
AAC f .IN Pre 








English Women Want 
American Lasts 


LONDON, ENGLAND — English women 
who had experienced the style and com- 
fort of American-made shoes could 
find no effective British substitute for 
them before the war, and the sales of 
“Made in U.S.A.” brands mounted to 
prodigious heights. 

The war, though cutting off the sup- 
ply of many of these shoes, has also 
had the effect of forcing British man- 
ufacturers to bow to the popular de- 
mand. As a result, “genuine Amer- 
ican-cut” lasts are being used today 
to make the favorite styles. 
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Minimum Shoe Wage Approved 





Rate Recommended by Shoe Industry Committee to Be Effec- 
tive April 29—Will Affect More Than 60,000 Workers 


WasHINGTON, D. C. — A minimum 
wage of 35 cents an hour, the rate 
recommended by the shoe industry com- 
mittee, has been approved by Colonel 
Philip B. Fleming, Administrator of 
the Labor Department’s wage-hour di- 
vision. To be effective April 29, the 
order will bring higher wages to more 
than 60,000 shoe workers, according to 
estimates made by the division. The 
shoe wage order brings to six the num- 
ber of industries now covered by orders 
fixing wages above the blanket 30-cent 
level made mandatory for all interstate 
industries under the Fair Labor Stand- 
ards Act. ‘ 

“Establishment of this minimum 
wage will do much to protect employers 
who have n endeavoring to maintain 
decent wages in this highly competitive 
industry,” Colonel Fleming said. “The 
60,000 shoe workers who will immedi- 
ately benefit by this guarantee of 35 
cents an hour are located in many 
states, but are largely concentrated in 
New England and the St. Louis area. 

“Although there were just as many 
shoe workers making less than 35 cents 
an hour in New England as in the Mid- 
dle West, the New England Shoe and 
Leather Association approved the 35 
cent recommendation. 

“Several representatives of the manu- 
facturers emphasized the necessity for 
uniform and universal enforcement as 
this industry has more than 2000 es- 
tablishments. This will be quite a job 
in policing. 


“Twenty-one thousand of these 60,- 
000 workers are located in New Eng- 
land. A study made by the Bureau of 
Labor Statistics just a year ago re- 
vealed that 12,000 shoe workers in 
Massachusetts were realizing less than 
85 cents an hour. There were 5000 
such in New Hampshire and 4000 in 
Maine. 

“Some 20,000 workers were making 
less than 35 cents an hour in the Mid- 
dle Western area. There were 9000 
such in Missouri, 5000 in Illinois and 
about 1400 in Tennessee. There were 
about 3800 in Ohio. There are relatively 
few shoe establishments and shoe work- 
ers in the Southern States. 

“There was a 5-cent differential in 
the shoe minimum wage under NRA 
between men and women workers. 
There was also a differential based on 
population. That is, in cities of more 
than 250,000, men were to be paid not 
less than 37% cents and women not 
less than 32% cents. There were three 
such classifications—the lowest minima 
applying to establishments in communi- 
ties of less than 20,000—which were 35 
cents for men and 30 cents for women. 
Today a classification based on sex is 
prohibited in the statute. The commit- 
tee decided against population classifi- 
cations.” 

Previous wage orders issued under 
the Fair Labor Standards Act covered 
the textile, hosiery, millinery, knitted 
outerwear and knitted underwear in- 
dustries. 





Travelers to Hold Annual 
Dinner March 30 


Detroit, MicH.—On Saturday, March 
30, the Michigan Shoe Travelers’ Club 
will hold their annual! dinner dance at 
Northwood Inn, Woodward Ave. and 
Twelve Mile Road. A big turnout is 
expected judging by reservations al- 
ready made, according to Secretary S. 
Kane. 

Members of the committee in charge 
are Al Cattell, I. C. Warshawsky, Pete 
Howard, George Moore and Sam Weiss. 


Motion Picture Inspires 
Summer Prints 


New York—Prints inspired by col- 
ors in Alexander Korda’s Technicolor 
production of the “Thief of Bagdad” 
soon to be released through United Ar- 
tists, were the occasion for a cocktail 
party and fashion show recently pre- 
sented by United Artists and Pacific 
Mills at the “Beachcomber” night club. 
A large gathering of manufacturers, 
buyers and fashion writers did justice 
to the attractive music and dance floor 
and enjoyed the fashion show in the 
unusual and exotic setting. 

Play clothes, simple day dresses, pa- 


jamas, house robes and evening dresses, 
rayon and cotton fabrics, were shown 
by a group of the season’s debutantes, 
Miss Nancy Turner acting as commen- 
tator. At the close of the show Miss 
Mary Ellen Cookman was selected as 
the model best suited to show these 
fashions. The costumes came from 
eleven manufacturers exclusively li- 
censed to use these fabrics. 


Retailers Discuss Foot 
Health Week Plans 


BINGHAMTON, N. Y.—The local shoe 
retailer’s association met with the 
Southern Tier Podiatry Society at the 
Elks’ clubhouse recently to discuss 
plans for Broome County’s participa- 
tion in the observance of National Foot 
Health Week. Benjamin Mullins pre- 
sided at the meeting, at which those 
present voted to hold a joint dinner 
meeting April 4 to prepare a program. 


Hemmingson Purchases 
Shoe Department 


CHEROKEE, Iowa—Glen Hemmingson 
has purchased the shoe department of 
the Ellerbroek store, and held a forma! 
opening this month. 
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Modern St. Louis Salesrooms 


Soft pastel colors, coupled with fluorescent lighting, lends a subtle beauty to the 
new salesrooms of the Blue Ribbon Shoemakers at St. Louis, and gives particular 


emphasis to the displayed footwear. 


the shoes are on eye level, each receiving full illumination 


The layout of the display cases is such that 


ich had 





t any 


The cabinet work is of grained blonde mahogany and the shoes rest on staging 

faced with washable DuPont Fabricoid. Chairs, of the same finish as the display 

cases, are upholstered in forest green, and the flooring is of two-tone rubber tile 
with a unique promenade of white inlaid rubber. 





Obituaries 


Samuel Mundheim 


New York—Samuel Mundheim, who 
was one of the first directors of Compo 
Shoe Machinery Corporation died re- 
cently at his home at 730 Park Ave- 
nue, New York. 

Mr. Mundheim was a man of wide 
business experience, at one time serv- 
ing as president of Stern Bros. De- 
partment Store in New York, and at 
the time of his death he was chairman 
of the board of the American Safety 
Razor Company. 

He was among the first to conceive 
the possibilities of the cement shoe 
technique and took an active part in 
organizing the Compo Company and 
in promoting its business. 

Mr. Mundheim was a man of broad 
sympathies and a benefactor of many 
charitable institutions, serving as trus- 
tee and member of the Business Council 
of the Federation for the Support of 
Jewish Philanthropic Societies. 


John F. Raab 


ToLtepo, On10—John F. Raab, 69, for 
more than 30 years in the retail shoe 
business here, died recently in Los 
Angeles. He started in business with 
his brother and brother-in-law under 
the firm name of Raab Brothers and 
Rall, and the business was merged with 
the B. R. Baker Co. in 1908, Mr. Raab 
becoming secretary. In 1923, after 


serving 15 years with the Baker firm, 
he formed the Raab Shoe Co., which 
he operated until he retired in 1926. 
In 1927 he moved to California. While 
in Toledo he served for years as presi- 
dent of the Ohio Retail Shoe Dealers’ 
Association, and was active in the na- 
tional body of that organization. His 
widow, three sons, two daughters, three 
sisters and a brother survive. 


John M. Shafer 


Detroit, MicH.—John McClellan 
Shafer, 78, who had been a traveling 
shoe salesman for many years until he 
retired a year ago, died at his home in 
Three Rivers, Mich., recently, after a 
brief illness. He was born in Snyder 
County, Pa. 

Practically his entire business career 
has been associated with the shoe in- 
dustry, of which he made a thorough 
study and in which he was widely 
known. 

He is the father of Chet Shafer, 
humorist, and Rep. Paul W. Shafer, 
of Battle Creek. Mr. Shafer acted as 
chairman of the St. Joseph County Re- 
publican Committee for more than 20 
years. 





Bitzer to Open Portland Store 


SPOKANE, WASH.—Spokane has lost 
a member of its shoe fraternity and 
the chairman of the entertainment com- 
mittee for the coming convention of 
northwest shoemen, in the resignation 











X-RAY'S SHOWMANSHIP 
means Better Shoemanship | 


X-Ray Shoe Fitting enables you to 
dramatize the fitting operation . . . 
inject a touch of showmanship into 
the selection of the proper size and 
style of shoe. 

X-RAY Fitting means better shoeman- 
ship, too, enables your salespeople 
to satisfly more customers per day 
. « » @arn more money for you and 
themselves. Use X-RAY to promote 
your biggest Spring and Summer 
season... without increasing your 
capital investment or sales expense. 


X-RAY Shoe Fitter, Inc. 


3533 N. Palmer St. Milwaukee, Wis. 








from the staff of the Model Boot Shop 
of George Bitzer. 

Mr. Bitzer has left for Portland, 
where he plans to open a store of his 
own. The sincere best wishes of his 
Spokane friends go with his. 


Celebrates 10th Anniversary 


CoLuMBus, On10—Andrew N. Hauer, 
manager of the shoe department of 
Bradford - Husch, 86-88 North High 
Street, Columbus, women’s wear store, 
is celebrating his tenth year with the 
company. He has been in the shoe 
business for the past 13 years and is 
one of the youngest shoe department 
managers in this city, with one of the 
longest service records as manager of 
one shoe department. 


Rochester Store to Move 


RocHEsTer, N. Y.—Stillman’s Shoe 
Shop, 9 East Avenue, will move to a 
new store, next door to its present loca- 
tion. 

Jack Stillman, owner, who went into 
business five years ago handling ortho- 
pedic shoes, has designed a completely 
modernistic store which is to be its 
home after April 1. A. Goldstein & Son, 
who have built many of the recently 
modernized shoe stores of Rochester, 
is the contractor, and is now at work 
on the job. 
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Easter Shoe Sales Surpass 1939 


[CONTINUED FROM PAGE 49] 


CHARLES KUSHINS CO. 
OAKLAND, CALIFORNIA 


Sales 5 per cent ahead Easter week against a year 
ago. Against March last year 32 per cent ahead. Best 
styles pumps, fair sprinkling wedge heels, black, beige 
and blue. Materials: patent leather, alligator and 
smooth calfskins have started well with spectator sports, 
which promise tremendous season. Demand for better 
shoes. 


S. J. BROUWER SHOE COMPANY 
MILWAUKEE, WISCONSIN 


Sales in the week preceding. Easter this year 24 per 
cent under sales for same week a year ago. Sales fot 
week before Easter the same as for corresponding week 
in March last year. Elasticized pumps best sellers in 
women’s shoes. Colors: black, blue, beige. Leathers: 
patent, gabardine, crushed. 50 per cent black, 35 per 
cent blue, 15 per cent other colors. Men’s shoes: an- 
tique wing tips and moccasin oxfords. Colors: 65 per 
cent brown, 25 per cent black, 10 per cent other colors. 
Leather: calf. Demand is for better shoes. 


T. CALLAHAN 
B. ALTMAN & COMPANY, NEW YORK CITY 


Sales for week preceding Easter not so good as for 
week preceding Easter last year, due to bad weather 
conditions. Sales this week not quite as good as for cor- 
responding week in March last year. Black patent and 
gabardine leading in women’s shoes. Blue second, 
brown third, then beige and others. Pumps and stepins 
best types. A few snakeskin trims. Budget department 
came nearer last year’s Easter figures than the higher 
priced department. 


HERMAN SCHAFFER 
J. & J. SLATER, NEW YORK CITY 


Sales for week preceding Easter slightly better than 
for week before Easter last year. Sales for week before 
Easter way ahead of sales for corresponding week in 


March one year ago. Women’s shoes: black patent and 
patent with gabardine best sellers. Second, navy gabar- 
dine and calf or all calf. Some suede selling. Smatter- 
ing of other colors. No difference in price of shoe sold 
in uptown store. Definite increase in demand for lower 
priced shoe in downtown store. 


J. R. MINCO 
ARNOLD CONSTABLE & COMPANY, NEW YORK 


CITY 


Sales for week preceding Easter exceeded sales for 
week before Easter last year, and also exceeded sales 
for corresponding week in March last year. Women’s 
shoes: black, chiefly patent and patent with gabardine, 
60 per cent; blue in calf and calf and gabardine, 40 
per cent. Blue sold earlier than last year. Other colors 
such as beige, grey and red, chiefly in trimmings, about 
2 per cent. The demand this season is for better shoes. 


STEVENS SHOE STORE 
OTTUMWA, IOWA 


Sales this year 10 per cent better than last year 
Easter week. 30 per cent better than corresponding 
week in March. Women’s style shoes 50 per cent black 
patent, 25 per cent blue, 25 per cent beige, mostly calf 
and alligator. 90 per cent stepin styles, medium heels 
strong. Men’s styles in antique tan, heavy types, fully 
85 per cent. Sport types not active in men’s, but sales 
good on saddles and moccasins for girls. Better shoes 
selling easier. 


PHELPS SHOE COMPANY, LIMITED 
SHREVEPORT, LOUISIANA 


Easter week sales up this year 25 per cent with good 
50 per cent gain over last year’s corresponding March 
week. Ladies’ stepin styles easily led with 50 per cent 
sales. Ties accounted for 35 per cent and sandals 15 
per cent. 65 per cent of ladies’ sales were black, 30 
per cent blue and all high colors combined, 5 per cent. 
Price range demands were about the same as last year. 








—Sell the Man at the Fitting Stool 
(Point-of-Sale) and he will sell his 
customers. That’s the cheapest 
and most effective way of getting 
customer acceptance. 
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Milwaukee Retail Sales 
Continue High 

MILWAUKEE, Wis.—February retail 
sales here, on the basis of two indices, 
were down from January but con- 
tinued to hold a higher level than a 
year ago, according to the research 
bureau of the Milwaukee Association 
of Commerce. The department store 
sales index stood at 72.6. It was the 
best February since 1931, with the ex- 
ception of 1937, and represented a 6 per 
cent gain over February of last year. 
The association’s credit bureau re- 
ported 12,583 inquiries during the 
month, which was 30.6 per cent ahead 
of a year ago, but 4.5 per cent under 
January. 


Hide Prices and 
Seasonal Values 


New York—Some attention has been 
given recently by financial and com- 
modity analysts to a factor which de- 
serves considerably more emphasis in 
reporting hide prices and values ac- 
curately. Pyices for spot hides of dif- 
ferent months’ takeoff cannot be ac- 
curately compared unless full account 
is taken of the difference in seasonal 
quality and value. Although many 
members of the shoe and leather trades 
are aware of this fact, it appears to 
be a novel idea to others. 

Hides taken off in July, August and 
September are prime quality in com- 
parison with the rest of the year. Dur- 
ing the other months, the actual qual- 
ity of the hide as realized in condition 
and leather yield, falls off appreciably 
and reaches a low in January, Feb- 
ruary and March. This is recognized 
in the Commodity Exchange contract 
which provides a system of monthly 
differentials or discounts. Under the 
Exchange contract, July, August and 
September hides represent the stand- 
ard or par quality while other months 
are discounted by amounts as high as 
10 per cent. In other words, if hides 
of any but the par months are delivered 
on the Exchange, a weight discount is 
given the buyer to compensate for 
poorer quality. Present differentials 
on the Exchange contract are as fol- 
lows: January, 93.0; February, 90.0; 
March, 90.0; April, 93.0; May, 96.0; 
June, 98.0; July, 100.0; August, 100.0; 
September, 100.0; October, 99.0; No- 
vember, 97.0, and December, 95.0. 

In a recent survey of sole leather 
tanners, information based on practical 
working experience was collected which 
indicated a broad variation in seasonal 
hide quality. The composite opinion of 
the tanners surveyed gave the follow- 
ing range of seasonal values: January, 
85.2; February, 85.2; March, 87.3; 
April, 92.3; May, 94.8; June, 95.8; 
July, 100.0; August, 100.0; September, 
99.5; October, 95.0; November, 90.8, 
and December, 87.5. 

In some cases, taking account of 
leather selections and quality obtained 
from winter hides, it was claimed that 
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Interesting Antarctic Footwear Display 
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The A. H. Geuting Company, Philadelphia, Pa., recently developed this interest- 
ing window display of Bass footwear, taken by Admiral Byrd to the Antarctic. 
Mushing boots, ski boots and boots for leisure wear were shown with two of the 
shoes cut apart to show the construction of each type. The large blowup in the 
background was a photo of Byrd’s supply ship at the Antarctic taken on his last 


ex 


ition. 





the discount for the poorest months 
might well reach 20 or 25 per cent. 

The importance of these facts in con- 
nection with quoted spot prices is self 
evident. Tanners point out that the 
actual cost of winter hides, after taking 
account of poorer quality and lower 
yields, may sometimes be higher than 
prime summer hides even though spot 
quotations show a nominal decline. 

Unless spot prices are adjusted to 
reflect differences in seasonal quality 
and value, they cannot be compared 
accurately. From the tanners’ point 
of view only adjusted prices prevent a 
misleading and inaccurate picture of 
actual costs. 


First Woman Shoe 


Clerk Honored 


MONTGOMERY, ALA.—Honoring Mrs. 
Kate Sullivan, first woman shoe clerk 
in Montgomery, the Montgomery Fair 
celebrated “Kate Sullivan Day” on her 
25th anniversary with the firm’s shoe 
department. 

On March 8, 1915, “Miss Kate,” as 
she is known to all Montgomery, began 
this long period of fitting women’s 
shoes at the Fair. Reminiscing of her 
early days as a shoe clerk, Mrs. Sulli- 
van said: 

“The department then had high 
shelving, and we had to climb ladders 
to get shoes off the top racks. Our 
seats were the old type theater seats, 
and our customers were wearing 20- 
button shoes. I was the first woman in 
Montgomery to ‘fit’ shoes. Before that, 


customers came in and called for a 
certain size, and half the time, the 
shoes had to be exchanged.” 

As an experiment, Mrs. Sullivan and 
the manager decided to try fitting wo- 
men’s shoes, with the understanding 
that if they liked it, the practice would 
continue. 

“I have been fitting shoes ever since 
that first day,” she says. 

Mrs. Sullivan also recalls that it was 
the custom in those days for a whole 
family to come in and buy a year’s 
supply of shoes at one time. Frequent- 
ly, she says, she sold a dozen pairs at 
one sale. 

Of some of her present customers, 
she says: “I sold them their baby shoes, 
their graduation shoes and their wed- 
ding shoes, and I am still fitting them 
in shoes.” 


Toledo Store Opens First 
Floor Budget Sections 


TOLEDO, OHI0—First floor budget 
shoe departments are features recently 
installed by the Lion Store and by La- 
Salle and Koch’s. The shoes featured 
in both departments are under the $5 
retail price. 

The departments are small, but at- 
tractively furnished and decorated. The 
department in LaSalle and Koch’s oc- 
cupies the space formerly housing the 
book department in an offset next to 
the elevators. 

The Lion Store’s department is lo- 
cated on the St. Clair Street side of 
the store. 
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SALESMEN WANTED 


HELP WANTED 


WANTED TO PURCHASE 








DOLLAR eerAn eS ——- 


Complete line Misses’ and Children’s Stitehdowns 
sold in 18 . 


first letter (our men know of this ad). 








652, Care BOOT 28 SHOE agopnece 
239 West 39th Street, New York, N. 





mere Leather Slippers, 


slippers. moccasins. 
Give full dets details. Address 
Recorder, 209 South 


HORT side line, 

loungers, si 
Commission basis. 
£638, care Boot & Shoe 
State Street, Chicago, Til. 


SAL -ESMEN: To carry a well known line of 
children’s and misses’ stitchdowns, Compos, 
and Prewelts to the large volume and retail 
trade, on a strictly commission basis. We 
have territories open in the West and North- 
west. Give full particulars in application as 
to experience and volume produced. 

2641, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








ALESMAN—Well established shoe wholesaler 

wants full time commission man under 50 
for Western Massachusetts. Previous experi 
ence on this territory essential. Address $649, 
care Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 


ALESMAN, Eastern Pennsylvania coal region 

and nearby New York State. In stock 
women’s $2.00 and $3.00 retailers. Commission 
basis only. No advances. United Shoe Com- 
pany, 19 N. 4th St., Philadelphia, Pa. 








A® outstanding factory making women’s nov- 

elty Shiccas $7.00 to $8.50 retail, is open 

for several salesmen of ability to earn from 

$10,000. Address 8655, care Boot & Shoe 

Recorder, 239 West 39th Street, New York, 
= 


Y ANTED: Salesmen for in-stock 
welts. Infants to growing girls. Misses 
$3.00 retailers. Liberal commissions. Applica- 
tions confidential. State age, record, and lines 
sold. Address Box 2658, care Boot and Shoe 
Recorder, 209 So. State Street, Chicago, Illinois. 


Saar © for in-stock line of popular priced 
Boys’, and Growing Girls’ Goodyear 
Welts fh,  McKays. Territories: Kentucky, 
Tennessee -— Washington, Oregon — Missouri, 
Kansas—Arkansas, Oklahoma. Remuneration 
is strictly commission, payable in letter. Ad- 
dress $661, care Boot & Shoe Recorder, 239 
West 39th Street, New York, . A 


LINE WANTED 


HOE SALESMAN, 34, progressive, style 

sense, 15 years’ shoe background, good fol- 
lowing in Pennsylvania, New York, Ohio, 
West Virginia, Massachusetts, Connecticut, 
Rhode Island, Maine and Vermont. Sales rep- 
resentative for I. Miller & Sons past five years. 
Interested in better grade or popular price 
women’s style shoes. Address 2663, care Boot 
& ba he 5 onal 239 West 39th Street, New 
oO 





juvenile 











SALES PROMOTION 


Man 25 to 30. College graduate pre- 
ferred. Experience in preparing cata- 
logs, broadsides, displays and dealer 
helps of all kinds from original idea to 
finished job. Footwear experience help- 
ful. Must be salesminded; clean mor- 
ally and in appearance ; able to enjoy 
life in a community of over 100,000 in 
Middle Western State; willing worker. 
No high pressure man wanted. 
If you think you qualify, write full de- 
tails of education and experience. In- 
dicate salary requirements. 

Address 666, care 

BOOT & SHOE RECORDER 

239 West 30th St., New York, N. Y. 


FE. XPERIENCED shoe man for neighborhood 

family shoe store. 25-35, married, gentile, 
high grade, a gentleman. Good salary. Per- 
marent. Has future. Apply by letter in de- 
tail A. E. Miller, Sewickley, Pa. 








MERCHANTS’ NEEDS 


WANTED to buy an established Shoe Store 

or Department doing at least Thirty-five 
Thousand Dollars a year. Address 2657, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 








BUYERS OF, 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for eash surplus or complete shee stocks. 

Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 








RETAILERS’ SERVICE 


DOES THIS MEAN YOU? 

Is your shoe store asleep? Does the fellow down the 
street seem to do all the business? Do your promo- 
tions fall flat? Do you waste good money and get 
no results? Are your ahatves fa of dhawe end a0 
holes 1 in the walls? 

ARE YOU SICK ABOUT IT ALL? 
Stop wondering what to do and send a penny post- 
card for information and help to 

Address 











651 care BOOT & SHOE . 
West 39th St.. New York, N 











FOR LEASE 


WELL located store in Long Island town. 
Opportunity for wide-awake man with good 
line. Reasonable rental only. Address $650, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shees 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5878 











Moves Sales Headquarters 
To New York 


New York—C. P. Baughman, sales 
manager of the GilAsh Shoe Company, 
manufacturers of boys’ and youths’ 
shoes, is in charge of the general sales 
office of this company, which has re- 
cently been established in the Mar- 
bridge Building, this city. Former 
sales headquarters were at 83 Lincoln 
Street, Boston. The GilAsh factory is 
in Fitchburg, Mass. 


WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick. Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Btc. 
IBVEIN ! BUSIN 


Jebe”’ 
89 Reade fed 


r. Church 
Phone Barclay 7-7887. New York City 

















PATENT ATTORNEY 








ddress should be counted. 





CLASSIFIED ADVERTISING RATES 


‘osition and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


Minimum charge, $1.25. 


rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® 
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POSITION WANTED 





I AM 39 years of age, with 20 years of ex- 
cellent retail experience as salesman, manager 
and buyer in Novelty = Ls aye hg es 
} lity and a builder o: U. cus- 
= yoo 2653, care Boot & Shoe 
| os a 239 West 39th Street, New York, 
N. Y¥. 





YOUNG man, 34 years of age; Married; 15 
years’ retail shoe experience, most as Man- 
> “4 desires change; will go anywhere. Buy- 

experience in all grades of men’s, women’s 
and children’s shoes. Dependable. Available 
now. Address 2660, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





RETAIL shoe executive, aged 33; 14 years” 
district and store managerial experience with 
national organization. Expert window trimmer; 
up-to-date, successful, merchandising methods. 
Intimate knowledge of chain system. Oppor- 
‘unity for permanent connection of greater im- 
portance than immediate pl stion- 
able references. Address %659, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








STORE Manager- Buyer. Thorough knowledge 
in managing, buying and merchandising. 
Capable of taking complete charge of retail 
vusiness. e 40. Married. Twenty years of 
xperience. ‘omplete references furnished upon 
equest. Address Box $662, care Boot and 
Shoe Recorder, 209 South State Street, Chicago. 
llinois. 





BUSINESS OPPORTUNITY 


AN old established firm with an excellent line 
of customers is interested in getting in 
touch with a man competent to take full charge 
of styling and selling a line of men’s slippers 
and sandals and willing to invest a small amount 
of money for a substantial interest in the busi- 
ness. Address £654, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 











Cold Weather Retards 
Boston Easter Business 


Boston, Mass.—Cold weather and 
the early date on which Easter fell 
this year combined to make pre-Easter 
sales compare rather unfavorably with 
pre-Easter sales of last year, although 
a calendar comparison shows an in- 
«<rease in almost every grade of wo- 
men’s style footwear. Gains as high as 
35 per cent are reported in the higher 
grades; “somewhat better” sales are 
reported in the medium grades; the 
volume grades just about held their 
own. The pre-Easter comparison, which 
does not take dates into consideration, 
showed an average decrease of around 
10 per cent. Sales of the more staple 
‘women’s shoes show little change from 
last year. 

Black, of course, was the favorite 
color, the combination of patent and 
gabardine being considered to be the 
leader; with all patent second, and 
other black leathers third. 

While there has been a tendency in 
the past to begin showing whites im- 
mediately after Easter, this year there 
is an almost unanimous decision on the 
part of merchants to foster an extra 
Season, beginning now and ending when 
the weather has become warm enough 
to justify the showing of white’s and 
other Summer specialties. Blue is the 
‘tolor which has been chosen by many 
Merchants for selling during this sea- 
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son just beginning. Calf or kid in com- 
bination with gabardine have been 
bought for these promotions in the high 
styles, including wedge heel numbers, 
as well as in staples; and many stores 
have them in stock in all price ranges. 


Editor’s Outlook 


[CONTINUED FROM PAGE 26] 


thing may exist in even worse form in 
other trades—as, for example, the busi- 
ness paper publishing field. But to be 
provocative of the sparks that fire the 
imagination, one must give more heat 
to the subject. If nations violate their 
obligations, it must be because the peo- 
ple approve of it or are too passive or 
cowed to correct it. If industries let 
themselves drift they must accept the 
consequences. If individual businesses 
begin to “enjoy ill health and revel in 
it,” and revert to sour practices, it 
won’t be long before “everyone is doing 
it now.” 

The final check-up is: Let’s put the 
shoe business back on a business ba- 
sis where an order is an order and an 
obligation is a payment to be made on 
time and not “perhaps” and a job is a 
thing to put vim and vigor into every 
hour of the day because this is a new 
world and we as individuals can make it 
better or worse from now on. 


Pfister Store Modernized 


ParK RIpGE, ILL.—The Joseph Pfister 
shoe store here has recently been com- 
pletely remodeled and new fixtures in- 
stalled in the interior. Joseph Pfister, 
Jr., became the owner of the store fol- 
lowing the death of his father several 
months ago. 


New Retail Outlets 
In Nashville 


NASHVILLE, TENN.—March has seen 
an unusual number of new retail shoe 
outlets opened here. Each has opened 
in remodeled and modernized stores. 
“Hall’s Juvenile Footwear” is the name 
of a children’s shoe store opened in the 
Warner Building by A. Hershkovitz. 
Mr. Herschkovitz was formerly asso- 
ciated with his father in the Child’s 
Toggery, located in the Arcade. 

“The Shoe Center,” at 430 Union 
Street, opened March 18, displaying a 
complete line of medium priced shoes 
for adults. It is to be managed by J. 
L. Jacobs, who operates the Junior 
Booterie at 428 Union. The two stores 
have an inside connecting entrance. 
The Shop Center takes the place of the 
Miller-Jones Co. shoe store just closed 
out at this location. 

“Ruby English” Juvenile Shop, in 
a recently remodeled building at 521 
Union Street, has opened with a “smart 
line” of misses’ and women’s shoes. 


Boston Store Takes 
Larger Quarters 


Boson, Mass.—The Cinderella Shop, 
believed to be the only one of its kind 
in New England, has taken larger quar- 
ters in the Blake Building, Temple 
Place, this city. Only the smaller sizes, 
from 3% to 4%, are carried, the stock 
consisting entirely of named shoes. 
They are retailed from $2.85 to $6.85. 
In charge of the shop is William Ross, 
for many years an executive of the 
John Irving Shoe Co. 


Engelman Leaves 
John Irving Shoe Co. 


Boston, Mass.— Harry Engelman, 
vice-president of and principal stock- 
holder in the John Irving Shoe Co., 
chain store operators, announces the 
sale of his interest in the business and 
his resignation as an officer of the cor- 
poration. Other than a prolonged vaca- 
tion, he has no immediate plans for the 
future. As vice-president, Mr. Engel- 
man has been in charge of merchandis- 
ing and store operations. The chain 
consisted of four stores when he joined 
the company in 1925 and now operates 
62 stores. Joseph P. Levy is president 
of the company in charge of finances. 


Gilchrist Buyer Resigns 


Boston, Mass.— Herbert Shuman, 
who has been buyer of men’s, women’s 
and children’s shoes for the Gilchrist 
Company, department store at the cor- 
ner of Washington and Winter Streets, 
has resigned his position after several 
years of service. His future plans are 
indefinite. B. L. Newman, formerly 
assistant to Mr. Shuman, is now in 
charge of buying for these three de- 
partments. Merchandising is under the 
direction of B. Richmond, merchandise 
manager. 


Julin Salon Enlarged 


Eau CLAIRE, Wis.—The Julian Shoe 
Salon, located in Stevenson’s, 18 S. Bar- 
stow Street, here, has been enlarged 
and rearranged. New equipment and 
furnishings have been added, seating 
capacity has been increased and the 
additional space permits a larger stock 
of shoes. 

John N. Julin, proprietor of the 
store, is a director of the Wisconsin 
Shoe Retailers’ Association and has 
been engaged in the shoe business here 
for the past eleven years. 


Enlarges Store 


Cuicaco, Itt.—I. Heller, who has 
operated a family shoe store for a num- 
ber of years at 2735 W. Division, has 
purchased the building next door and 
remodeled it. He has built a new front 
and remodeled the interior as the new 
headquarters for his business. 





